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Forewords

Rural tourism is one of the important sectors of the tourism industry in Finland
and in the Republic of Karelia in Russian Federation. Contemporarily, rural
tourism is in an early developing stage in the Republic of Karelia and market
insight on the potentiality of rural tourism is practically non-existing. Today,
Russia is the most important source market for the Finnish tourism industry
and it can be assumed that consequently domestic market would be the most
important target market for the Russian part of Karelia in the development
of rural tourism in the region. Therefore, there is a need to gain and increase
understanding about potential customers for rural tourism.

The project, RUNAT - Product development and development of market
insight and e-marketing of rural and nature tourism, aims at developing and
strengthening the expertise and know-how of rural and nature tourist com-
panies in the Republic of Karelia and Eastern Finland. The target areas are
Medvezhegorsk, Olonets and Pryazha in the Republic of Karelia and North
Karelia and North Savo in Finland.

The main project activities are market research as well as development of
tourism products and marketing communication with the help of a training
and development program. Russian tourism and service sector entrepreneurs
and authorities in the areas have taken part in the target oriented develop-
ment process which includes a training program on product development,
customer service, quality factors, pricing and e-marketing. The participants
have tested each other’s tourism products, consulted each other and taken
part in the benchmarking of good practices both in Finland and in Russia.
The Finnish entrepreneurs will also consult the Russian entrepreneurs and
test their tourism products.

The market research consisted of three studies, which are included in this
publication. The first study focuses on the needs, expectations and motiva-
tions of potential rural tourism customers in the regions of St. Petersburg
and Moscow. The second study investigates social media groups connect-
ed to Finnish and Karelian tourism in the Russian most popular channel
VKontakte. The third study concentrates on the image and attractiveness of
the Republic of Karelia and Eastern Finland in Central European target mar-
kets. The studies were led by Professor Raija Komppula from the University
of Eastern Finland.

The results of the market research give insight into the development of
tourism products and target oriented marketing activities. The first results
have already been utilized in training the Russian companies to develop new
products and improve the quality of their services. The development process



will continue in cooperation with the entrepreneurs, local authorities and
educational organizations taking part in the RUNAT project. Also Finnish
tourism companies will get updated information and insight on the potential
customers.

The RUNAT project is co-funded by the European Union, the Russian
Federation and the Republic of Finland in the framework of Karelia ENPI
CBC programme. It is carried out in 2012-2014 by the University of Eastern
Finland, Karelia University of Applied Sciences, Savonia University of
Applied Sciences, Karelian Institute of Tourism — the branch of RIAT and
Saint-Petersburg State University of Engineering and Economics.

On behalf of the RUNAT project, we thank the project partners, research
leader, researchers and respondents for the support and participation in the
implementation of the market research.
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1 POTENTIAALISET MAASEUTUMATKAILIJAT PIETARIN JA
MOSKOVAN ALUEELTA

Taman tutkimuksen tavoitteena on uuden tiedon kerddminen potentiaali-
sista vendldisistd maaseutumatkailijoista. Maaseutumatkalla tutkimuksessa
tarkoitetaan vahintddn yhden yon kestdvdd vapaa-ajan matkaa maaseudulle
tai kaupunkien ja lomakeskusten ulkopuoliselle alueelle. Tutkimuksen pdda-
siallinen huomio keskittyy selvittaimdaan muun muassa mistd syista vendldiset
lahtevat maaseutumatkalle, millaiset majoittumistavat ovat maaseutumatkas-
sa kiinnostavia, minkalaiset palvelut ja ominaisuudet ovat tarkeita majoituk-
seen liittyen sekd mitd aktiviteetteja vendldiset haluaisivat tehdd maaseu-
tumatkan aikana. Aineisto on paddosin kerdtty Pietarin ja Moskovan alueilla
jarjestettyjen matkailutapahtumien yhteydessa vuonna 2012. Tutkimukseen
osallistui 2096 vastaajaa. Saatujen vastausten perusteella maaseutumat-
kailu kiinnostaa venadldisid. Noin 65% vastaajista ilmoitti mahdollisesti tek-
evansd maaseutumatkan Vendjdlle ja noin 75% Suomeen seuraava kolmen
vuoden aikana. Tarkeimpind syind ldhted maaseutumatkalle ovat halu
padstad kiireettomalle lomalle sekd muistorikkaiden eldamysten kokeminen.
Kiinnostavin majoittumistapa maaseutumatkalle on saunallinen moékki rau-
hallisessa ymparistossa vesiston ldheisyydestd. Saunomisen ja uimisen lisak-
sikiinnostavia aktiviteetteja ovat kierroksen paikallisille ndhtavyyksille seka
paikalliseen kulttuuriin tutustuminen.

Tutkimuksen toisessa esitellddn kyselyyn osallistuneiden venadldisten
maaseutumatkailumotivaatioihin perustavan segmentoinnin tulokset.
Segmentoinnin tavoitteena on luoda motivaatioiltaan eroavia asiakas-
ryhmid, joille pystytddan suuntaamaan omanlaistaan markkinointivi-
estintdd. Segmentoinnin tuloksena vastaajajoukosta erottui neljd ryhmad, 1)
Muistorikkaan kokemuksen etsijdt, 2) Liitkunnalliset maaseutumatkailijat, 3)
Mukavuudenhaluiset romantikot seka 4) Kiireettomat maaseutumatkailijat.

Tutkimuksen kolmannessa osassa kerrotaan RUNAT-projektin ai-
kana kehitettyjen matkailutuotteiden seurantatutkimuksen tulokset.
Seurantatutkimus suunnattiin ensimmadiseen vaiheeseen osallistuneille
ja talla tutkimuksella haluttiin selvittdd, kuinka kiinnostavina uusia maa-
seutumatkailutuotteita ja —kohteita pidetdan, ja millaisena niiden hintataso
koetaan. Lisaksi vastaajilla oli mahdollisuus kommentoida, miksi matkailu-
tuote tai —-kohde ei ole kiinnostava.



1 CEJIbCKUN TYPU3M U NOTEHUWUAJIbHbIE TYPUCTbI U3
MOCKBblI U CAHKT NETEPBYPTA

IleapI0 4aHHOTO MCCA€ AOBAHIA SIBASIETCS COOP MH(POPMALIVIN O ITOTEHITAABHBIX
PYCCKMX TypMCTax, 3aMHTePeCOBaHHBIX B II0e34KaX B CeAbCKYIO MEeCTHOCTb.
I'Toa ceabckyM TypM3MOM B ZaHHOM JCCAeAOBaHII IOoApa3dyMeBaeTcs I10e3Ka
Ha OTABIX ITO MEHBIIIeNI Mepe C OAHOV HOYEBKOI 3a IIpejelaMy Topoja MAU
Typbassl. B mccaesoBaHnm OCHOBHOe BHUMaHUE YA€ASETCS CAeAYIOIIUM
BOIIpOCaM: IIOYEeMY POCCHUICKME TYPHUCTLI OTHPaBASIOTCS B CEABCKYIO
MECTHOCTH, KaKe (pOpMBI pas3MelrieHus1 0olee IpeAIIouTUTEABHBI A1 HUX B
CeAbCKOJM MeCTHOCTH, KaKMe YCAYyTY A5 HUX Ba’KHBI KacaTeAbHO pa3MelleHNs],
a TakXXe KaKOTO poja AesITeAbHOCTBIO OHM XOTeAu OBl 3aHMMATBCS B
JaHHBIX ITOe3jKaX. Marepmaasl coOpaHbI B OCHOBHOM Ha TYPUCTUYECKIX
MepONpUATHUAX, OpraHn3oBaHHbIX B 2012-oM rogy B Mockse 1 MoCKOBCKOI
obaacty u B CaskT letepOypre 1 B /leHnHTpaacKoit odaacTi. B ccaeaopanun
npuHsAAn ydactue 2096 omporeHHbix. Ha ocHOBe 1oAy4YeHHBIX Pe3yAbTaToB
c/eAaHBbl BBIBOABI, UTO CEABCKUII TypuU3M MHTepecyeT poccrsiH. Okoao 65%
U3 OIIPOIIEHHBIX CKasaaAy, YTO BO3MOXHO B OAVDKalIlNie TPpHU roga OHU
IoeAyT OTABIXaTh B CEABCKYIO MECTHOCTh Ha Tepputopnu Poccrm n 75% Ha
Tepputopun @uHASHAMN. [1aBHBIMY TPUYMHAMI, TIO KOTOPBIM OITPOIIEeHHbIe
COOMpaIOTCs 3aHATHCA CEABCKUM TYPU3MOM, SBASIOTCS JKeAaHNe IIPOBeCcTU
OTITYCK CITOKOJTHO, a TaK>Ke JKe/aHue IIprodpecTy HezaObIBaeMble BIleJaTAeHIs
ot noe3axu. CaMoil onyAsipHo (pOPMOI IPOXKUBAHNS OBLAO IIPOXKIBAHIE
B KOTTe/>Ke C CAayHOI B CIIOKOIMHOM MecTe BOAM3U OT BOABL IloMmmo cayHBbI
U KyHaHWUsA HOMYASPHBIMHU BIAAaMIU OTAbIXa OBIAM Ha3BaHBI DKCKYPCUM IIO
MECTHBIM AOCTOIPMMeYaTeAbHOCTSIM 1 3HAKOMCTBO C MECTHOM KYABTYPOI.

Bo BTOpOI1 yacTu mccaeioBaHMs yYaCTHMKM OIIpOca Pa3AeAsIoTcs Ha
MOATPYIIIBL B 3aBUCHMOCTM OT MOTMBAIIMU K ceAbCKOMY Typusmy. Lleanio
pasjeaeHns Ha IIOATPYIIIBI ABAsJETCS BblAeAeHMe pa3sAMYHBIX KaTeropuii
TYPUCTOB A5 D0Aee HallpaBAEHHOTO MapKeTUHIA Ha I1eAeByI0 ayAUTOPUIO.
B pesyapraTpl Oblam BBIABAEHBI 4deThIpe moArpynmsr: 1) Te xTo wmimyT
He3aObIBaeMble BIledaTAeHns, 2) /oan 3anHTepecOoBaHHLIE B CIIOPTMBHOM
typusme, 3) PomanTtuky nmymue xomdopra, n 4) 3anHTepecoBaHHEIE B
HECTIEIITHOM Ce/AbCKOM TypU3Me.

B Tperneit yacTu mccaeaoBaHMs paccka3aHO O peayabraTaX MOHMTOPMHIA
TYPUCTUUECKNX YCAYT, IIpeiJaraeMbIX B pamKax mpoekra Pynar (Runat).
Monutopuar 0bl4 HaIpaBAeH Ha YJaCTHMKOB IIepBoii (paspl mpoekTa. Ero
11e4bI0 OBIA0 BBLICHNUTD, HACKOABKO YYaCTHUKI OBLAV 3aMTHTePeCOBaHbI HOBBIMI
ycayraMu 1 0ObeKTaMI CeAbCKOIO TYpM3Ma, a Tak>Ke, KaK OHM OTHOCATCS K
LleHaM Ha gaHHble ycayru. K ToMy >ke y ompoleHHBIX Oblla BO3MOXKHOCTD
KOMMEHTHpPOBaTh, MOYeMy KakKasg-HuOyAb TypuUCTHUecKas ycayra MAU
TYPUCTMYUECKUTT OOBEKT He OBbIA IO X MHEHUIO NHTEePECHBIM.
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2 MATKAILUMARKKINOINTI VENALAISEN SOME-
KANAVAN VKONTAKTEN KAUTTA: TAPAUSTUTKIMUS
SUOMESTA JA KARJALAN TASAVALLASTA

Yhd enemmain matkailijat tekevat pddtoksid sosiaalisesta mediasta saatujen
tietojen perusteellaja tutkimustulosten perusteella sosiaalisella medialla on
merkitystd matkailuyritysten kilpailukyvylle. Taman tutkimuksen tavoit-
teena oli tutkia Suomen ja Karjalan tasavallan matkailuyritysten nakyvyytta
VKontaktessa. VKontakte on Vendjan suosituin sosiaalisen median kanava,
joka tarjoaa yrityksille mahdollisuuksia tavoittaa nykyisid ja potentiaalisia
asiakkaita mm. yritysryhmien kautta.

Tutkimuksessa selvitettiin, minkdlaisia Suomea ja Karjalan tasavaltaa
koskevia keskusteluryhmid on olemassa ja mitd niissda puhutaan. Tulokset
osoittivat, ettd Suomea koskevat matkailuryhmaét VKontaktessa voidaan jakaa
neljadn ryhmaan: 1) tietoa koko Suomesta, 2) tietoa tietyiltd alueilta Suomessa,
3) kiinnostuksen kohteena ostokset ja mainokset, 4) kiinnostuksen kohteena
viihde tai muutoin luokittelematon kohde. Ryhmissa kdyddan keskustelua os-
toksista, terveyspalveluista ja himmastystd herdttavistd asioista Suomessa
sekd esitetdadn paljon peruskysymyksid Suomesta. Karjalan tasavaltaa kosk-
evat ryhmat on perustettu seuraavien asioiden ympadrille: Petroskoin kaupun-
ki, majoitusta ja aktiivilomaa tarjoavat yritykset sekd ryhmat niille, jotka ovat
ylipadtaan kiinnostuneita lomailusta Karjalan tasavallasta. Keskusteluaiheet
koskivat paikkoja, joissa kannattaa kdyda, majoitusta seka erilaisia aktiivilo-
mailun vaihtoehtoja. Matkailuyritykset voivat hyodyntda tutkimuksessa
saatuja tuloksia verkkomarkkinoinnin suunnittelussa.



2 MAPKETUHT TYPUCTUYECKOIO NMPOAYKTA HYEPE3
COLUANbHBIE CETU VKONTAKTE: KENC-CTAAU U3
OUHNAHAWUN N PECNYBNIUKN KAPENNUA

Bce Goablite TyprCTOB IPMHMMAIOT peITeHILs IO ITIOBOAY ITOe3AKM, OCHOBLIBAsICH
Ha wuHpOpMaIMM, IOAYUYEHHON mu3 colmaAbHBIX ceTell. Ilo AaHHBIM
MccAe AOBaHUSI IPOABYDKEHNE (PUPMBL Uepe3 COIlaAbHbIe CETU BAUSIET Ha ee
KOHKYPEeHTOCIIOCOOHOCTS. Lleaplo mnccaeaoBaHmA SBASAOCH M3YINUTD HaAdle
¢uHCKMX rpyn un rpynn us Pecriybanku Kapeanst, cBsA3aHHBIX C TYpU3MOM,
B VKontakte. C IOMOIIIBIO CO34aHHOM TPYIIIIBI B COIMAABHBIX CETAX MOXKHO
O0IIIaThCsI C HBIHEIITHYMMY U TTIOTEHIINAAbHBIMY KAMEHTAMIU U MICIIOAb30BaTh
ee peKAaMHBIX IIesX.

B pamkax mccaegoBanms 0110 BBISBAEHO, KaKye I'PYIIIb], TOCBAIIEHHBIE
Typusmy B Quuasuaum n Pecriybamxe Kapeams, ects 8 VKontakte u
oIrpeJeeHBl TeMBI OOCY>XKAeHUII B rpyImax. [ pyIIisl, Kacaiomuecs TypusMa
B OUHASHAVN, MOXKHO pa3AeANThb Ha YeThIpe IIOATPYIIIBL: 1) o0IIue cBeAeHs
o OuHasHAUY, 2) CBegeHUe 00 ompeseleHHOM pernoHe B OuHAAHAUU, 3)
MOKYIIKM U peKaaMa 4) pasBaedeHue u apyroe. OOCyXaeHUs B IpyIIax
MTOCBAIEHBl CAeAYIOIIMM TeMaM: IIOKYHIKM, MeAMIIMHCKHUE YCAYTV, 4TO
yausnao 3 PUMHAAHAMU M APYTMM BOIIpOCaM, CBA3aHHBIM C OTABIXOM B
Ounasuaun. I'pynsr o Typusmy B Peciybanke Kapeanst xacaloTcst Takmx
TeM Kak: ropog Ilerpo3aBoAck, ycayru mo pa3MeIneHMIO U aKTUBUTETaM,
IIpeAOCTaBAeHHBIE Pa3HBIMM (pUpMaMI, a TaK>Ke IPYIIIILL 4151 T€X, KOTO IIPOCTO
nHTepecyeT oTabX B Kapeann. JocronpuMedaTeabHOCTH, pa3MellleHIe,
pasHbIe BapMaHTHI aKTMBHOTO OTABIXa 00CY>XAaAuUCh B JaHHON KaTeropuu
rpymnm. PesyasraTsl mccaeAoBaHMsI MOTYT OBITh IOA€3HBI pupMaM IIpu
I1laHMPOBAaHMUY MapKeTIHIA B COIIMAABHBIX CETSIX.
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3 ITA-SUOMI JA VENAJAN KARJALA MATKAILUKOHTEINA
- ALUEIDEN IMAGO, TUNNETTUUS JA KIINNOSTAVUUS
EUROOPPALAISESTA NAKOKULMASTA

Talla tutkimuksella pyrittiin selvittamadan, millainen mielikuva eurooppa-
laisilla on Itd-Suomen ja Vendjdn Karjalan alueista matkailukohteina, kuinka
hyvin he tuntevat alueita ja kuinka kiinnostavina he pitavat nadita alueita.
Tutkimus toteutettiin verkkopohjaisena kyselyna ja kyselytutkimuksesta vi-
estittiin muun muassa sosiaalisessa mediassa, matkailuaiheisilla Internet-
foorumeilla sekd kolmen kuukauden mittaisella Google-mainoskampanjalla.
Vastauksia kyselyyn tuli 248 kappaletta. Suurin osa vastaajista on kotoisin
Itdvallasta, Saksasta, Italiasta ja Iso-Britanniasta. Eurooppalaisten mielesta
etenkin luontoon yhdistyvat mielikuvat liittyvat vahvasti sekd Itd-Suomeen
ettd Vendjan Karjalaan. Molemmilla alueet tarjoavat vastaajien mielesta
luontondhtdavyyksia ja kauniita maisemia sekd mahdollisuuden luontoaktiv-
iteetteihin ja seikkailuun. Alueet nahdaan rauhallisina ja harvaanasuttuina.
Voimakkaimmin alueiden valista mielikuvallista eroa esiintyy vastaajien mu-
kaan muun muassa majoituksen, ravintoloiden ja palveluiden laatuun, tur-
vallisuuteen, maineeseen, infrastruktuuriin seka paikallisten kanssa kdydyn
kommunikoinnin helppouteen liittyen, jotka tdssda kohdin nahddan suotu-
isammiksi Itd-Suomen alueella.

Tulososissa esitetddan myos mielikuvalliset erot kolmen eri ryhman valilla,
1) henkilGiden, jotka ovat vierailleet alueella, 2) henkil6iden, jotka mielestaan
omaavat idean millainen alue on, sekd 3) henkildiden, jotka mielestdaan eivat
omaa minkalaista ideaa millainen alue on. Mielikuvien lisdksi tutkimuksessa
kysyttiin, aikooko vastaaja vierailla alueilla tulevaisuudessa, minka tyyppi-
sistd matkoista hdn olisi kiinnostunut alueilla sekd kuinka Vendjan nykyinen
viisumikadytdnto ja sen mahdollinen poistuminen vaikuttaisi tulevaisuuden
matkoihin alueelle. Vastaajista noin 11% on aikaisemmin vieraillut Ita-Suomen
alueella ja noin 4% Vendjan Karjalan alueella. Itd-Suomi on vastaajien mu-
kaan kiinnostavampi matkakohde, silld noin 40% on kiinnostunut matkus-
tamaan Itd-Suomeen ja 47% voisi harkita vierailevansa alueella. Matkailusta
Vendjan Karjalaan on kiinnostunut noin 29% ja 45% vastaajista voisi harkita
matkailevansa alueella. Noin 54% vastaajista kokee taman hetkisen Vendjan
viisumikadytannon esteeksi Vendjalla vierailuun. Mikali Vendjalle voisi mat-
kustaa ilman viisumia, noin 39% vastaajista tulisi matkustamaan Vendjalle
tulevaisuudessa ja 51% vastaajista harkitsisi vierailua Vendjalle.



3 BOCTOYHAA OUHNAHANA N PECNYBNIMKA KAPENNA
KAK OBBEKTbl TYPU3IMA - UMNAX, UIBBECTHOCTb U
NMPUBNEKATEJIbHOCTb C TOYKU 3PEHUA XUTENEN
LEHTPANNbHOW U I0XKHOW EBPONMDbI

Ileapio agaHHOTO MCCAeAOBaHMUs OBIAO BBIACHUTL, KaK >KuTeau EBpoIib
BOCITpUHMMAIOT Boctounyio ®unasnanio u pecrrydanky Kapeanst kak 0O beKThI
CeABbCKOTO TYypM3Ma, HaCKOABKO XOPOIIO MM 3HAaKOMBI 9TU TeppUTOpPUN U
HaCKO/BKO OHI MHTEPECHBI eBporeriiiaM. ccae g0BaHie 6110 OCYIIIeCTBAEHO
C IIOMOIIBIO MHTepHeT-onpoca. Ompoc Obl1 aHOHCUPOBAH B COITMAABHBIX
MeAna 1 B Torickosrke Google (TpexMecsIuHBIi 40TOBOP Ha peKaaMy OIIpoca).
briao moayueno 248 orseToB. BOABIIMHCTBO M3 HPMUHABIIMX ydacTue B
ompoce ObLau >xuteant Asctpuy, lepmanun, Vtaaun u Beankobpuranvm. o
MHEHIIO eBPOIIeNIIeB, OCHOBHbIE UX ITpeAcTaBaeHNs1 0 Bocrounoit @uHasHAMN
n o Kapeamn cpsaszansl npexge Bcero c mnpupodon. Obe Teppuropun
npeAAaraloT IIO IIpeACTaBA€HUSIM YYaCTHUKOB OIpoca IIPUPOAHBIE
AOCTOIIpMMeYaTeALHOCTI U KpacuBhle Ieli3akl, a Tak>ke BO3ZMOXKHOCTD A5
aKTMBHOIO OTAbIXa U IIPUKAIOYeHNII Ha ITpupoe. Teppuropnm onporeHHEbe
XapaKTepu3yIOT KaK CITOKOIHBIe U pejKoHaceaeHHble. HanboabItas pasHuiia
B IIpeACTaBAEHUM €EBPOIeNIeB MeXAY ABYMs STUMU TePPUTOPUSIMU
OTHOCHUTCSI K Ka4yecTBY IIPOKMBaHUsI, IUTaHUs U YCAYT, a TaK>Ke K BOIIpocaM
OesomacHOCTH, pernyTanuy, MHPPACTPYKTYPBl U CAOKHOCTY OOIIEHUS C
MeCTHBIM HaceleHueM. B 9Tom cmricae Kapeans: mpourprisaer Bocrounoii
DUHASTHANN.

B pesyarrarax mccaejoBanus IIpeACTaBAeHBl MHEHIS TpeX I'PYII AI0Ael:
1) Tex, KTO OBIAM HA AQHHBIX TEPPUTOPUAX, 2) TeX, KTO MMEIOT I10 X MHEHMIO
oOl11iee IIpeJcTaBAeHII€, YTO DTO 3a TEPPUTOPNM, U 3) TeX, KTO He MMeeT HIKOTO
IpeJcTaBAeHNs, YTO 9TO 3a TeppuTopun. IToMnmo ripeacraBaeHnit, ydacTHUKI
OTBeJaAl Ha BOIIPOCHL: COOMPAIOTCA AU OHU IIOCETUTH DTU TeppUTOPUU
B OyAyIlieM, B KaKOM BIAe TypH3Ma OHM ObLAM OBl 3aMMHTepPeCcOBaHBI, 1 Kak
IporieAypa IOAy9eHNs POCCUIICKOM BU3BI M BO3MOKHasI ee OTMeHa B OyAy1iieM
MOBAVSIOT Ha TypusM B pecriybanke Kapeans. V13 nopomennssix okoao 11%
6b141 pasbllle B Bocrounoit PuHASHAUM 1 0KOA0 4% OblAM B pecIryOAMKe
Kapeans. Bocrounas OunASHAMSA ABAsETCSI D0A€e MHTEPECHBIM OOBEKTOM
AAs TypU3Ma, TIOCKOABKY IpyMepHO 40% OIIPOITIeHHBIX XOTeAM ObI ITOOBIBATh
TaM U 47% TroToBBI 00AyMaTh TaKyIO BO3MOXKHOCTS. IToObiBaTh B Kapeann B
CBOIO OYepeAb XoTeau 0661 29% 1 45%, COOTBETCTBEHHO, TOTOBBI 00AyMaTh TaKyIO
BO3MOXHOCT. OK010 54% OIPOIIeHHBIX CIMTAIOT, YTO BU30Bas MOANTHUKA
Poccun sABasercs nperpagoit aas typusMa B Poccuto. Ecan >xe BU3H Aas
€BpOIIerIeB OTMEHSIT, TO 39% OIIPOIIIeHHBIX XOTeAn Obl 1ToObIBaTh B Poccny, a
51% TOTOBBI 00AyMaTh TaKyIO BO3ZMOYXKHOCTD.
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1 The potential Russian rural
tourists in the areas of Saint
Petersburg and Moscow

Jarno Suni
Project Researcher
University of Eastern Finland

1.1 OVERALL VIEW OF THE POTENTIAL RUSSIAN RURAL
TOURISTS BASED ON THE SURVEY RESULTS

1.1.1 Introduction

The aim of this study is to increase understanding about customers for rural
tourism in the Russian markets by investigating the motivations and prefer-
ences of potential rural tourists in the regions of St. Petersburg and Moscow
and, furthermore, to identify potential rural tourist segments. The study fo-
cuses on the areas of eastern Finland (the regions of North Karelia and North
Savo) and the Republic of Karelia (the regions of Medvezhegorsk, Olonets and
Pryazha). These regions that are part of a co-operation area called Euregio
Karelia (Karelia ENPI CBC, 2014). The major reasons and motivations for
travelling to these areas are related to rural surroundings, nature and oppor-
tunities for nature based, non-urban activities. Rural tourism usually refers
to tourism outside densely populated areas and tourism centres (Pesonen &
Komppula, 2010). It also includes towns surrounded by countryside that are
essentially rural in their functions and characteristics (Barke, 2004). Euregio
Karelia can be seen as a rural tourism destination.

In Finland, like in several other European countries, rural tourism is a rel-
atively important sector of the tourism industry. In the Republic of Karelia in
Russia, on the other hand, rural tourism is still in an early emergent stage, and
market insight in rural tourism potential is in practice non-existent. Russia is
currently the most important source market for the Finnish tourism industry.
In 2011, Russians comprised 45 per cent of the foreign visitors, which is ap-
proximately 3.3 million visitors in total (Finnish Tourist Board, 2012). Since
the clientele for rural tourism is in most cases mainly domestic (Komppula &
Saraniemi, 2007), perhaps the domestic market would be the most important
target market also for the Republic of Karelia in the development of rural
tourism in the region.

This chapter is divided into three parts. In this first part, the overall results
of the study are presented. The second part consists of the results of the seg-



mentation of the potential Russian rural tourists by travel motivation. In the
third part, the results of a follow-up study about the interest in the developed
tourist products are discussed.

1.1.2 Data Collection

The data gathering for the study was conducted in Saint Petersburg and
Moscow using convenience based sampling. The target groups were the
youth (18-25 years old), active segment (26-55 years old) and segment of 56-
75 years old. In order to reach the potential rural tourists, the collection took
place in several tourism related events, such as INWETEX-CIS Travel Market
(Saint Petersburg) and International Tourism Day (Moscow). Data collection
was made by the students and post-graduates of the Saint Petersburg State
University of Engineering and Economics and Russian International Academy
of Tourism (Moscow). Survey data was collected by a paper and pencil type of
survey and then transferred into an electronic database for analysis. In addi-
tion, an electronic version of survey questionnaire was available.

1.1.3 Results

Demographics

70 65.7

60 -

50 -

m Male

40 1

%0 | = Female

20 | = Missing

10 4

%

Figure 1.1. The gender distribution of respondents. (n = 2096)
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m Under 18

m18-29

=30-39
40-49

m50-59

= 60-69

m 70 and over

m Missing

Figure 1.2. The age distribution of the respondents. (n = 2096).
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Figure 1.3. The regions of residence. (n = 2096)

In Figures 1.1 and 1.2, the respondents’ age and the region of residence are
shown. Most of the respondents are females (65.7%), most commonly the age
of 18 to 29 (58%). By region of residence (Figure 1.3), the respondents are quite
evenly divided, as 43.8% are from St. Petersburg and 40.7% from Moscow.

Information related to past and future rural holidays

Rural tourism is defined as a leisure trip to a place situated in a rural setting,
or in a setting outside cities and tourist centres. The duration of the trip is at
least one night and during the trip the traveler aims to participate especially
in other than urban activities, such as shopping. For the respondents, Russia
has been a popular choice for a rural holiday as a destination. Over 75 per cent
of all respondents have been on a rural holiday in Russia. Sixteen per cent of



the respondents have been on a rural holiday in Finland, and 24 per cent in
other destinations (Figure 1.4).

81.7

mYes
= No
u Missing

Have you been on a rural Have you been on a rural Have you been on a rural
holiday in Russia? holiday in Finland? holiday somewhere else?

Figure 1.4. Information on rural holiday travels in Russia, Finland and other regions.
(n =2096)
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m Maybe
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= Missing
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15

10

in Republic of Karelia in in Finland
Russia

Figure 1.5. Respondents’ opinions about future rural holiday trips within the next
three years. (n = 2096)

The respondents were asked if they would consider having a rural holiday
within the next one to three years (Figure 1.5). Over 65 per cent of the re-
spondents are planning to take a rural holiday either in Russia or in Finland.
Finland seems to be a more interesting destination for a rural holiday: nearly
half of the respondents (46.2%) would go on a rural holiday in Finland within
the next three years and 28% are definitely considering this option.
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%

m Participating in nightlife
= Enjoying comfort, spoiling myself
= Taking and having time for my

partner

Taking and having time for my family
® Enjoying landscape and nature
H Broadening my mind, enjoying

sightseeing

Being able to make flexible and
spontaneous decisions

m Doing something for my looks and
well-being

m Sports activities

® Enjoying the sun and water

Figure 1.6. Needs and wants that affect the choice of a destination for a general

holiday. (n = 2096)

According to the respondents, the most important reasons that affect the
choosing of a general holiday destination were enjoying comfort, sightsee-
ing, the sun and water (Figure 1.6). Third of the respondents also considered
landscapes and nature important. The respondents were given the possibility

to choose the maximum of three answers.

60

%

m Urban

m Seaside

m Alpine

Rural

m Authentic third world

u I do not know

m Missing

Figure 1.7. The type of destination that respondents prefer the most when travelling

for a holiday in general. (N = 2096)



Over half of the respondents (53.2%) would choose a destination on seaside for
their usual holiday trip (Figure 1.7). The second most popular choice would
be an alpine destination (12.1%).

Rural holiday related information

The following rural holiday related data was gathered from those respondents
who answered that they would be going on a rural holiday within the next
three years.

I would have a hassle-free vacation

I would like to escape from a busy everyday life

There would be an opportunity to be together as a family

I would have an opportunity for physical rest

I would have a sense of comfort and pampering

I would have an opportunity to be physically active

I would have a memorable experience

I would like to relax away from the ordinary

I would have some control over the way things turn out

I would experience something new

I would experience a romantic holiday

Figure 1.8. The importance of various travel motivations for a rural tourism holiday.
(N = 1429, listwise) (7 = very important ... 1 = not important at all)

The most important travel motivations for a rural holiday are to have a hassle-
free vacation (mean = 6.10) and to have a memorable experience (mean = 6.15).
Also escaping a busy everyday life (mean = 5.95), experiencing something new
(mean = 5.48) and having a feeling of comfort (mean = 5.43) were considered
important (Figure 1.8).
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40 -
® Spouse / Partner

34.2

35 4

® Family with children under

30 12 years

® Family with children in

% several age groups

2 Other relatives

15 | u Friends

10 - m Alone

Other

m Missing
%

Figure 1.9. The most probable holiday companionship during a rural holiday. (N =
1676)

The most probable companions to a rural holiday would be either spouse/
partner/significant other (34.2%) or friends (31.9%) (Figure 1.9).

45 4

39.6

40 - = A room at a hotel

35 4 m Cottage at tourist complex

m Separate cottage (with no close
neighbours)

30 4

Part of house in a village

25 (accommodation with hosts)

m Accommodation in a farm (renovated

20 - barn, a room in a B&B, etc.)

m Relatives

m Camping area

m Other

= Missing

%

Figure 1.10. The most wanted accommodation for next rural holiday. (N = 1676)

The most popular choice for accommodation on a rural holiday is a separate
cottage (39.6%), meaning that there are no neighbouring cottages or other set-
tlements nearby (Figure 1.10). The second most favored accommodation type
is a cottage at a tourist complex (22.8%).



40

%

m Organized excursions to local sights / points of interest
® Familiarizing with local culture
= Sauna
Fishing
® Hunting
® Berry or mushroom gathering
m Swimming
M Boating
m Walking / hiking
m Cycling
m Horseback riding
m Skiing
= Snowmobiling
= Downbhill skiing
= Rafting
‘Water sport activity - hydro cycling, water skiing
= Tennis, table tennis, badminton, etc. and other indoors sport activities
= Paintball
m Wildlife watching

Figure 1.11. Activities that respondents are interested in doing on a rural holiday. (N
=1676)

According to the respondents, a potential Russian rural holiday tourists are
interested in activities such as going to sauna (35.1%), swimming (30.8%) and
going on excursions to local sights or other points of interest (33.4%) (Figure
1.11).
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m Water nearby
= Own shore
m Shallow shore
Own shower
® Indoor toilet
m Availability of a summer house (6ecesxa) or a picnic place
H Pets allowed
m Pets not allowed
® Good cross-country skiing tracks nearby
H Location is on an island
m Location is away from neighbors
® Good fishing opportunities
= Hunting opportunities
= Own sauna
w Access to Internet
Electric heating

Figure 1.12. Important accommodation related attributes affecting the choice bet-
ween rural holiday accommodation options. (N = 1676)

The closeness of water (48.4%) is important when choosing an accommoda-
tion for a rural holiday (Figure 1.12). Also facilities, such as shower (44.2%)
and indoor toilet, are considered important (42.2%). In rural areas, summer
houses, cabins and other types of accommodation might not have running
water available.



Full board available

Half board (breakfast and dinner) available

An opportunity for full time self-catering

A variety of restaurants in a walking distance

Local food available

Daily organized program available

Organized trips and other packages available

Bicycles, boats, etc. available for rent

The hosting company shows environmental responsibility

My privacy would be assured if I wanted it

I do not need to rush according to schedules

Calm atmosphere

An opportunity to go to sauna every day

Figure 1.13. The importance of accommodation related services. (N = 1676)
(7 =very important ... 1 = notimportant at all)

Calm atmosphere is considered the most important accommodation related
factor (mean = 5.57). Other factors that are considered somewhat important
are that there is no need to rush according to schedules (mean = 5.14), local
food is available (mean = 5.12) and also the availability of a full board (mean

=5.11).
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45 -

40.2

m0-49€
m50-99€
= 100-150€

%

Figure 1.14. The daily average amount of money that visitors are willing to pay per
person when staying at a rural destination in Finland. (N = 1676)

Most of the respondents (40.2%) are ready to spend approximately 50 to 99
euro a day at a rural destination in Finland (Figure 1.14).

a0

= 0-1000 rub

= 1000-2000 rub
2000-3000 rub
3000-4000 rub

= 4000-5000 rub

= More than 5000 rub

m Missing

%

Figure 1.15. The daily average amount of money that visitors are willing to pay per
person when staying at a rural destination in Russia. (N = 1676)

One third (33.4%) of the respondents are willing to spend between one and
two thousand rubles in a rural holiday destination in Russia (Figure 1.15). One
fourth (24.4%) would be willing to spend two to three thousand rubles per day.



m 1 night

® 2 nights

m 3-5 nights

" 6-14 nights

m More than 14 nights

= Missing

Figure 1.16. The most suitable duration for a rural holiday. (N = 1676)

According to the respondents, the most suitable duration for a rural holiday
destination is three to five nights (Figure 1.16). Almost one fourth of the re-
spondents (24.3%) would consider staying longer, 6-14 nights, at a rural holiday
destination.

34.8 35

m Via a travel agent / tour
operator

® Via online services

= Directly from the service
provider

= Missing

Figure 1.17. The most likely way for booking a rural holiday. (N = 1676)

For booking a rural holiday two options are almost equally popular, either
directly from the service provider (35%) or via a travel agent or tour operator
(34.8%) (Figure 1.17).

25



26

Internet 591
Newspapers 3.38
Magazines 3.76
TV 4.34
Radio 3.41
Outdoor advertising 3.37
Brochures 3.92
Guide books 4.96
Friends and relatives 5.63
Travel fairs, exhibits 4.23
Previous knowledge 5.37

Travel agency / other expert 4.67

Figure 1.18. The importance of various information sources for holiday planning. (N =
1744, listwise) (7 = very important ... 1 = not important at all)

According to the respondents, Internet (mean = 5.91) is the most important
source of information for holiday planning (Figure 1.18). The second most
important source of information is friends and relatives (mean = 5.63), and the
third, the previous knowledge (mean = 5.37). The least important sources of
information are outdoor advertising (mean = 3.37), newspapers (mean = 3.38)
and radio (mean = 3.41).
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50.2
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= Mo# Mup@mail.ru
Moit Kpyr

m Facebook

m Twitter

mYouTube
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%

Figure 1.19. The use of social media services for information search in holiday plan-
ning. (n = 2096)

The most frequently used social media services for the search of information
for holiday planning are VKontakte (50.2%), followed by Google Maps (37.5%)
and Wikipedia (35.6%) (Figure 1.19).

Images about Eastern Finland and the Republic of the Karelia

In this part of the survey, respondents were asked to choose the option that
illustrates the best their opinion on chosen tourism destination areas. Four of
the areas, North Karelia, Central Karelia, South Karelia, Ladoga Karelia and
Obonezhye are located in the Republic of Karelia in Russian Federation and
two of the areas, North Savo and North Karelia in Eastern Finland. The re-
sults are shown in diagrams for each area and the opinions of the respondents
are grouped by their area of residence.
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NORTH KARELIA - LOUHI, KALEVALA, KOSTOMUKSHA,
KEM, WHITE SEA AREAS

St. Petersburg Moscow (n = 782) Other (n = 247)
(n = 893)

CENTRAL KARELIA - THE AREAS OF MUEZERSKY,
SEGEZHA, SUOYARVSKY

St. Petersburg Moscow (n = 770) Other (n = 245)
(n = 880)

| have no images (knowledge) of the destination at all

I have some images of the destination, but based on them, | have no interest to
travel in the area for a holiday

I have been in this destination but would not travel there for a holiday

I have not been in the destination, but | would be interested to travel there for a
holiday

I have been in this destination and would travel there again for a holiday



SOUTH KARELIA - DISTRICTS OF PRYAZHINSKY AND
OLONETSKY

St. Petersburg Moscow (n = 768) Other (n = 244)
(n = 878)

LADOGA KARELIA - PITKARANTA, SORTAVALA,
LAHDENPOHSKY

St. Petersburg Moscow (n = 770) Other (n = 245)
(n = 880)

| have no images (knowledge) of the destination at all

I have some images of the destination, but based on them, | have no interest to
travel in the area for a holiday

I have been in this destination but would not travel there for a holiday

I have not been in the destination, but | would be interested to travel there for a
holiday

I have been in this destination and would travel there again for a holiday
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OBONEZHYE (THE AREA AROUND LAKE ONEGA) -
PRIONEZHSKY, KONDOPOGA, MEDVEZHYEGORSKY,
PUDOZHSKY

St. Petersburg Moscow (n =771) Other (n = 244)
(n = 886)

NORTH SAVO IN FINLAND

St. Petersburg Moscow (n = 783) Other (n = 250)
(n =896)

| have no images (knowledge) of the destination at all

I have some images of the destination, but based on them, | have no interest to
travel in the area for a holiday

I have been in this destination but would not travel there for a holiday

I have not been in the destination, but | would be interested to travel there for a
holiday

I have been in this destination and would travel there again for a holiday



NORTH KARELIA IN FINLAND

St. Petersburg Moscow (n = 782) Other (n = 245)
(n =893)

The most common opinions for all destination areas were either, “I have no
images (knowledge) of the destination at all”, or ,“"I have not been in the desti-
nation, but I would be interested to travel there for a holiday”. On the Russian
side of Karelia, the respondents do not have images (or knowledge) of the
areas of North, Central, South and Ladoga Karelia (36.4-38.4%). The area of
Obonezhye is more familiar to them, they have not visited the area, but are
interested in visiting it as 38.4% chose this option. The areas in Finland seem
to be interesting for Russian travellers as 44.6% would like to visit North Savo
and 45.3% would like to visit North Karelia in Finland. Still, 31.8% do not have
any images of the areas in Finland. There are no drastic differences in the
images of the areas when the respondents living in St. Petersburg and Moscow
are compared. The respondents living in other areas are a more diverse group,
therefore the opinions vary somewhat between the areas.
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1.2 SEGMENTATION OF POTENTIAL RUSSIAN TOURISTS BY
TRAVEL MOTIVATION

1.2.1 Introduction

In this chapter, the results of segmentation of potential Russian tourists are
presented. The data presented in the previous chapter was used in the seg-
mentation with certain limitations. After the incomplete and partially filled
forms were discarded from the analysis to avoid missing data, the number of
responses added up to 1027. Since the objective of the study is to investigate
motivations and expectations regarding a rural holiday, therefore the focus
is on the respondents who informed that they are planning to take a rural
holiday within the next three years. This limits the number of responses used
in the analysis to 810.

1.2.2 Definitions and the choosing of the motivational variables

A rural tourism holiday is defined as a leisure trip that lasts at least one night
in a place situated in a rural setting or in a setting outside cities and tourist
centres. During the trip, the tourist aims to participate especially in other than
urban activities such as shopping. Motivations in this study are divided into
push and pull motivations. Push motivations are the motivations that tour-
ists create by themselves. These motivations then “push” them towards the
destination which should fulfil their desires (Leiper, 1990). Pull motivations
are the destination related attributes that attract and “pull” tourists to visit.

The goal of this part of the study was to investigate the importance of push
and pull motivations that affect the holiday choices Russian tourists make,
earlier literature on the topic was examined. Examination of push and pull
motivations of rural tourists has long traditions and the topic has been popu-
lar in the academic literature during the past decade. For example, Frochot
(2005) studied the profiles of rural tourists in two Scottish locations using 13
different benefit statements. Factor analysis revealed four underlying fac-
tors, Outdoors, Rurality, Relaxation and Sport. Molera and Albaladejo (2007)
studied the benefits sought by rural tourists. From the data collected in Spain
they identified five factors, Nature and peacefulness, Physical and cultural ac-
tivities, Family, Trip features and Rural life. Park and Yoon (2009) segmented
rural tourists in Korea according to their motivations. They distinguished six
travel motivation factors, Relaxation, Socialization, Learning, Family togeth-
erness, Novelty, and Excitement.

A wide range of push and pull variables based on a large number of earlier
literature were included in a single rural tourism segmentation study con-
ducted in Finland by Pesonen (2012). Also, a list of 11 travel motivations was
adapted from the study by Pesonen (2013). Moreover, 13 different accommo-



dation company service attributes which are considered as pull motivations,
were included in this study.

1.2.3 Data Analysis

The data analysis consisted of three phases. K-means cluster analysis was
conducted on the basis of the 11 push travel motivation items to create seg-
ments. To determine the most suitable cluster solution, the data was inspected
via dendogram which showed that clustering the data into three to five clus-
ters would most likely give the best solution. These three options were then
created and observed more closely to find the solution in which the segments
differ the most. Discriminant analysis was used as the second phase to en-
sure and test the discriminating characteristics of travel motivation items. In
the last phase, one-way ANOVA with Scheffé’s post-hoc test and chi-square
statistics were used with appropriate attributes to determine the statistically
significant differences between segments.

1.2.4 Results

A four-cluster solution is presented in Table 1.1, where push motivation items
with mean values for each cluster and the overall mean are listed. The re-
spondents were asked to evaluate the importance of the travel motivation
items for a rural holiday on a 7-point Likert scale, where 7 is considered very
important and 1 not important at all. In cluster 1, which incorporates 12.3%
of the respondents, the main motivational items were to have a memorable
experience, have a hassle-free holiday and experience something new. These
items were also important for the second cluster, which incorporates 25.1% of
the respondents. However, the members in second cluster considered those
motivations to be more important.

As a differentiating factor, the members of the second cluster considered
opportunity to be physically active important for their holiday. In cluster 3,
which incorporates the most of the respondents (36.4%), all items were con-
sidered somewhat important. However, clearly distinctive items for the group
are opportunity for physical rest, feel a sense of comfort and pampering, and
experience a romantic holiday. Cluster 4 incorporates 26.2% of the respond-
ents. In this group, the members considered have a hassle-free holiday, to
escape from a busy everyday life and being together as a family as the most
important motivations. They did not consider items to relax away from the
ordinary and experience something new as important as the members in the
other clusters. The clusters were named on the basis of the most important
or the most distinguishing motivations as follows: (1) Memorable Experience
Seekers, (2) Active Rural Holidayers, (3) Comfort Seeking Romantics, and (4)
Casual Rural Holiday Seekers.
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Overall 1 1] 1] v F si
mean | Mean | Mean | Mean | Mean 9

I would have a hassle-free holiday 6.16 5.17b<d 5.7%d 6.59% 6.47° 52.30 | .000
I would like to escape from a busy 6.00 4.98b<d 6.01° 6.40% 5.90% 35.32 000
everyday life : : : ’ : : :
There would be an opportunity to c ac a a

e fogather a3 a family y 537 | 279%¢ | 534=¢ | 591® | 587% | 13518 | .000
I would have an opportunity for
physical rest o PP Y 402 | 234¢ | 207¢ | 565% | 441 | 323.76 | .000
I would have a sense of comfort 536 3810 | 489¢ | 6260 | 520 91.46 000
and pampering : : : - : : :
I would have an opportunity to be c
physically active '+ Y 433 | 3.63% | 553% | 437% | 346* | 63.13 | .000
I would have a memorable < a a c
experience 6.22 5.50" 6.72%¢ 6.62 5.52" 69.94 | .000
I would like to relax away from the c a a abc
ordinary y 526 | 463°¢ | 6.14° | 6.06* | 358 | 194.12 | .000
I would have some control overthe 4 39 3.28b¢ 421 | 5.6 3.85¢ 46.69 000
way things turn out : : : : : - :
I would experience something new  5.53 5.01%d | 6,154 6.36* | 4.04°< | 178.81 | .000
| would experience a romantic 468 280 | 4.982d | 5.96d | 3.5ac 157.15 | .000

holiday

7 =very important ... 1 = notimportant at all
Superscript letters next to mean values tell between which segments statistically significant difference is

found (p<.005).

| = Memorable Experience Seekers, Il = Active Rural Holidayers, Ill = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers

Table 1.1. Push motivation items with mean values for each cluster.




SG;:":TL I I i v
Gender (X2=29.780, p<.001) N=810 N=100 N=203 N=295 N=212
Male 33.5% 56.0 % 31.5% 26.4 % 344%
Female 66.5 % 44.0 % 68.5 % 73.6 % 65.6 %
Age (x2=36.902, p=.005)
Under 18 7.9 % 10.0 % 10.3 % 6.1 % 71 %
18-25 48.3 % 50.0 % 53.7 % 52.9% 35.8%
26-35 20.4 % 25.0 % 19.2% 173 % 23.6 %
36-45 13.5% 6.0 % 10.3 % 14.2 % 18.9 %
46-55 7.3% 6.0 % 5.9 % 6.8 % 9.9 %
56-65 2.1% 2.0% 0.5 % 2.0% 3.8%
Over 65 0.6 % 1.0% - 0.7 % 0.9 %
Region of Residence
(x2=1.836, p=.934)
St. Petersburg 48.0 % 46.0 % 45.3 % 48.1 % 51.4%
Moscow 34.4% 35.0 % 36.0 % 34.6 % 32.5%
Other 17.5% 19.0 % 18.7 % 173 % 16.0 %
| = Memorable Experience Seekers, Il = Active Rural Holidayers, Ill = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers

Table 1.2. Demographic information of the cluster members

Demographic information for clusters is presented in Table 1.2. A significant
difference between clusters was detected regarding gender (x2=29.780, p<.001)
and age (x2=36.902, p=.005). The majority of Memorable Experience Seekers
are males. The other segments are female-dominant. In all segments there is
a high number of members in age group 18-25. In the segments Memorable
Experience Seekers, Active Rural Holidayers and Comfort Seeking Romantics,
over half of the members belong to this age group. However, in the segment
Casual Rural Holiday Seekers, over 57% of the members are older than 25. No
significant difference was found regarding the region of residence between

segments.
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The most probable companion- _g’z&% 1 1l 1 v
ship during next rural holiday N=810 N=100 N=203 N=295 N=212
(x2=49.409, p<.001)

Spouse / Partner 36.2% 28.0 % 39.9 % 40.7 % 30.2%
Family with children under 12 years 9.4 % 4.0 % 10.8 % 7.5% 13.2%
Family with children of various ages 11.4 % 7.0 % 4.9 % 12.5% 17.9 %
Other relatives 3.7% 4.0 % 4.9 % 34% 2.8%
Friends 35.1% 50.0 % 36.0 % 31.5% 32.1%
Alone 2.8% 4.0 % 1.0 % 3.4 % 3.3%
Other 1.5 % 3.0% 2.5% 1.0 % 0.5%
Suitable duration for a rural

holiday

(x2=13.377, p=.034)

1 night 3.1% 6.0 % 2.0% 3.4% 2.4%
2 nights 22.2% 22.0% 21.2% 20.0 % 26.4 %
3-5 nights 45.6 % 43.0 % 44.8 % 46.1 % 46.7 %
6-14 nights 24.4 % 25.0% 27.6 % 23.7 % 22.2%
More than 14 nights 4.7 % 4.0 % 4.4 % 6.8 % 2.4 %
Booking of a rural holiday

(x2=20.538, p<.005)

Via a travel agent / tour operator 36.7 % 21.0% 32.0% 43.7 % 38.7 %
Via online services 26.7 % 36.0 % 28.1% 22.0% 274 %
Directly from the service provider 36.7 % 43.0 % 39.9% 34.2% 34.0%

Highest value within clusters is bolded.
| = Memorable Experience Seekers, Il = Active Rural Holidayers, Il = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers
Table 1.3. Information related to a rural holiday

The respondents were asked who would be the most likely companion to their
next rural holiday, what is a suitable duration of a rural holiday and how would
they book their rural holiday (Table 1.3). Half of the members in the seg-
ment Memorable Experience Seekers would be going on their next rural holi-
day with friends. In the segments Active Rural Holidayers, Comfort Seeking
Romantics and Casual Rural Holiday Seekers the most likely companionship
would be either friends or a spouse/partner. Around one third (31.1%) of the
respondents in the segment Casual Rural Holiday Seekers would be going on
their next rural holiday as a family with children. Regarding booking a rural
holiday, a significant difference was found between segments. The segments
Memorable Experience Seekers and Active Rural Holidayers consider book-
ing their holiday directly from the service provider, and segments Comfort
Seeking Romantics and Casual Rural Holiday Seekers would use a travel
agent/tour operator. No significant difference was found in the duration of a
rural holiday as 3-5 nights was considered the most suitable for all segments.



. . . Global
Most desired accommodation option for | ¢ . 1 I 1 v
next rural holiday (x2=56.517, p<.001) P N=100 N=203 N=295 N=212

N=810
Aroom at a hotel 14.0 % 10.0 % 6.9 % 20.0 % 14.2%
Cottage at tourist complex 27.3% 27.0 % 28.1% 29.5 % 23.6 %
Separate cottage (with no close neighbours) 45.2% 37.0% 50.2% 41.4% 49.5 %
‘Fl’valg] rc:cf)srt\Sc;use in a village (accommodation 6.2% 9.0% 6.4% 5.4 % 57 %
ﬁgfg)mmodation in a farm (e.g. renovated 1.6% 4.0% 2.5% 1.0% 0.5 %
Relatives 2.0% 3.0% 1.0% 0.7 % 4.2 %
Camping area 3.5% 9.0 % 4.9 % 1.7 % 1.9 %
Other 0.4% 1.0% - 0.3% 0.5%

Highest value within clusters is bolded.
|=Memorable Experience Seekers, Il = Active Rural Holidayers, Ill = Comfort Seeking Romantics,

|V = Casual Rural Holiday Seekers

Table 1.4. Accommodation related information for each segment

When asked how the respondents would like to be accommodated during their
next rural holiday, the most desired option for all segments was a separate cot-
tage (with no close neighbours) (Table 1.4). The second most likely option was
a cottage at a tourist complex, followed by a room at a hotel. Half of the mem-
bers in the segment Active Rural Holidayers would choose a separate cottage.
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Global

Wanted accommo!.iation Sample 1 1l 1 v X2 b
features/accessories N=810 N=100 | N=203 | N=295 | N=212

Water nearby 526% | 48.0% | 60.1% | 52.9% | 47.2% | 7943 | .047
Own shore 12.0 % 140% | 11.3% | 125% | 10.8% 0.814 | .846
Shallow shore 2.3% 1.0 % 0.5 % 3.1% 3.8% 6.361 .095
Own shower 484% | 48.0% | 42.4% | 47.5% | 55.7 % 7.547 | .056
Indoor toilet 48.3% | 40.0% | 43.8% | 44.1 % | 62.3% | 23.046 | .000
Gazebo or picnic place 17.7 % 15.0% | 17.7% | 19.3% | 16.5% 1.241 743
Pets allowed 4.9 % 5.0 % 6.4 % 3.4 % 5.7% 2.672 | 445
Pets not allowed 1.0 % 2.0 % 1.0 % 1.4 % - 3.572 | .312
ﬁ::r‘é;m“'m””"y skiing tracks 919% | 150% | 99% | 105% | 3.8% | 12.281 | .006
Location in anisland 6.5% 5.0 % 8.4 % 71 % 4.7 % 2.819 | 420
Eiﬁi;i;e place (no neighbouring 120% | 16.0% | 12.8% | 85% | 142% | 6.052 | .109
Good fishing opportunities 8.8% 80% | 69% | 102% | 9.0% 1.697 | .638
Hunting opportunities 3.6% 2.0% 3.0% 51% 2.8% 3.233 | 357
Own sauna 259% | 25.0% | 26.1% | 28.5% | 22.6% 2.237 | .525
Free wireless internet 170% | 20.0% | 16.3% | 159% | 17.9% 1.082 | .782
Electric heating 11.4 % 120% | 12.8% | 10.5% | 10.8% 0.731 .866

Respondents could choose more than one option.

Highest value(s) within clusters is bolded.

| = Memorable Experience Seekers, Il = Active Rural Holidayers, Il = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers

Table 1.5. Accommodation related features/accessories for each segment

The respondents were asked to choose important accommodation related fea-
tures or accessories from the options presented in Table 1.5. No significant
differences were observed between the segments, except for an indoor toilet
that was considered more important by the segment Casual Rural Holiday
Seekers. According to the responses features and accessories, such as own
shower, an indoor toilet and the closeness of the accommodation to the body
of water are considered important for all segments.



Importance of accommodation

Overall

v

related services mean | Mean | Mean | Mean | Mean F sig.
Full board available 489 | 374% | 457 | 556 | 4.82* | 25.069 | .000
Half board (breakfast and dinner) 458 | 385 | 436 | 494 | 4.63 | 10.536 | .000
é‘a”tgrﬁ’r’]’é’”“””y for full time self- 438 | 392 | 431 | 455 | 441 | 2799 | .039
Q;ﬁ(ﬁiﬁéyd‘i’sftgerfég“ra”ts available in 488 | 390 | 461c | 549%¢ | 475 | 26910 | .000
Local food available 5.14 4.50¢ 5.1 5.58 | 4.86¢ | 15.522 | .000
Daily organized program available 4.31 3.26° | 4.20% | 5.02%¢ | 3.94¢ | 31.975 | .000
Organized trips and other packages 479 | 3.86% | 4.80° | 5.34% | 4430 | 23917 | .000
Bicycles, boats etc. available for rent 4.89 4.49 5.20¢ | 5.149 | 4.44° | 10.867 | .000
i‘;ﬁéﬂ%@?ﬁ?&’a"y shows environmental | 5, | 4445 | 5312 | 5300 | 473 | 14.934 | .000
:\t/Iy privacy would be assured if | wanted 4.75 3.94¢ | 455 | 52304 | 464c | 15525 | 000
L do not need to rush according to 516 | 476 | 500 | 546 | 507 | 4609 | .003
Calm atmosphere 5.60 4.85 | 540° | 5,94 | 5.67° | 15.049 | .000
An opportunity to go to sauna every 479 | 397 | 450 | 5.45%¢ | 4.42¢ | 25662 | .000

day

7 =very important ... 1 = notimportant at all

Superscript letters next to mean values tell between which segments statistically significant difference is

found (p<.005).

| = Memorable Experience Seekers, Il = Active Rural Holidayers, Ill = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers

Table 1.6. Importance of accommodation related services for each segment

Next, the respondents were asked to evaluate accommodation related services
on the Likert 7-point scale. An overall inspection of the mean values and the
F-value showed that there are no drastic differences between the segments,
as most of the items are evaluated at least somewhat important (>4) in almost
all segments. However, as an exception, the segment Memorable Experience
Seekers tends to value the importance for most items less compared with the
overall mean. The biggest differences were observed in the availability of a
daily organized program, local food and full board, and also opportunity to

go to sauna every day.
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. . Global
Interest for activities during Sar‘; ‘;e 1 1l 1 v 2
rural holiday P'® | N=100 | N=203 | N=295 | N=212 | X P

N=810

Qrganized, excprsions 0 local| 37005 | 270% |34.5% | 36.6% | 44.8% | 10.406 | 015
Familiarizing with local culture 28.4% 240% | 33.5% | 27.5% | 269% | 3.914 | .271
Going to sauna 39.9% 25.0% | 34.5% | 44.7% | 429% | 15.387 | .002
Fishing 12.5% 17.0 % 14.3 % 8.5% 14.2 % 7.357 .061
Hunting 3.6% 5.0% 3.0% 3.1% 4.2 % 1.324 723
Berry or mushroom gathering 8.3% 7.0 % 3.4 % 9.2% 123% | 11.193 | .011
Swimming 33.3% 29.0% | 31.5% | 36.3% 33.0% 2.298 513
Boating 10.2 % 9.0 % 9.9 % 11.2% 9.9 % 0.513 916
Walking / hiking 23.6 % 26.0% | 20.7% | 21.4% 28.3% 4.699 195
Cycling 13.5% 23.0% 17.7 % 8.5% 11.8 % 17.801 | .000
Horseback riding 179 % 14.0% | 20.2% | 22.0% | 11.8% | 10.575| .014
Cross-country Skiing 7.3% 11.0 % 8.9 % 5.4 % 6.6 % 4455 | .216
Snowmobiling 9.1% 11.0 % 8.9 % 8.5 % 9.4% 0.614 .893
Downhill skiing 7.2 % 12.0 % 6.9 % 6.8 % 5.7 % 4326 | .228
Rafting 4.1 % 8.0 % 2.5% 4.7 % 2.8% 6.472 .091
Water sport activities (e.g. hydro | 7559, | 1200 | 11.8% | 17.6% | 5.2% | 17.843 | .000
cycling, water skiing) i e © 7 070 £ : :
Indpor sportactivities (e.g.tennis, | 739 | 80% | 79% | 68% | 71% | 0308 | .959
Paintball 4.2 % 9.0 % 59% 3.4% 1.4 % 11.778 | .008
Wildlife watching 7.9% 12.0 % 8.9 % 7.5 % 5.7 % 4112 .250

Respondents could choose more than one option
Highest value(s) within clusters is bolded.
| = Memorable Experience Seekers, Il = Active Rural Holidayers, Ill = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers
Table 1.7. Information on activities for each segment

Several activities for a rural holiday were listed and respondents were asked
to choose among them according to their interest (Table 1.7). The most popular
activities for all segments were organized excursions to local sights, famil-
iarizing with local culture, sauna, swimming and walking/hiking. Statistical
significance (p<.005) was found in three activities between the segments: cy-
cling, water sport activities and sauna. Cycling was more important for the
segment Memorable Experience Seekers and water sport activities for seg-
ment Comfort Seeking Romantics. Going to sauna was more important for
others than the segment Memorable Experience Seekers.



Lﬁg&?:rocreh:Ifidi:formation Overall | ] 1 v F Sig.
yplanning | mean Mean Mean Mean Mean

Internet 5.95 5.85 5.90 5.98 6.01 0.354 786
Newspapers 3.14 2.21< 2.38¢ 3.77%® 342 | 33.342 .000
Magazines 3.53 2.62« 2.97¢ 4.18%d 3.58% 27.238 .000
TV 4.13 3.1 3.60°¢ 4,74 4.28° 24.378 .000
Radio 3.11 2.17¢ 2.62¢ 3.792d 3.09% 27.535 .000
Outdoor advertising 3.19 2.19« 2.75¢ 3.97%d 3.00% 33.438 .000
Brochures 3.90 2.98< 3.50°¢ 4,532bd 3.83%« 23.521 .000
Guide books 5.03 4,35b¢ 5.112 5.39% 4.77¢ 12.072 .000
Friends and relatives 5.65 5.32 5.73 5.87 5.42 5.092 .002
Travel fairs and exhibits 4.10 3.40¢ 4.02 4,59 3.81¢ 13.659 .000
Previous knowledge 5.53 5.26 5.67 5.76 5.20 5.370 .001
Travel agency / other expert 4.64 3.78¢ 4.55¢ 5.18%d 4.36¢ 17.449 .000

7 =very important ... 1 = notimportant at all

Superscript letters next to mean values tell between which segments statistically significant difference
is found (p<.005).

| = Memorable Experience Seekers, Il = Active Rural Holidayers, Ill = Comfort Seeking Romantics, IV =

Casual Rural Holiday Seekers

Table 1.8. Importance of information sources for holiday planning in each segment

The importance of different information sources regarding general holiday
planning was also inquired (Table 1.8). The most important sources of in-
formation for all segments were Internet, friends and relatives and previous
knowledge. Also guide books were important for the segments Active Rural
Holidayers, Comfort Seeking Romantics and Casual Rural Holiday Seekers.
Noticeable differences were found in items outdoor advertising, newspapers,
radio and magazines. However, these information sources were generally con-
sidered not important or close to neutral opinion. Mixed opinions appeared
with TV, brochures, travel fairs/exhibits and travel agency. These were the
most important for the segment Comfort Seeking Romantics and least impor-
tant for the segment Memorable Experience Seekers.
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Social media services used in g:;:le | 1l 1 v
holiday planning N=810 N=100 N=203 N=295 N=212
VKontakte 55.7 % 51.0% 53.2% 59.3 % 55.2%
OpHoknaccHukn (Classmates) 11.0 % 6.0 % 3.9% 16.3 % 12.7 %
Mo Mup@mail.ru 9.1% 3.0% 5.4 % 12.2% 11.3%
Mown Kpyr 1.9 % 2.0% 1.0 % 34 % 0.5 %
Facebook 11.9% 4.0% 12.8 % 12.9% 13.2%
Twitter 5.8% 6.0 % 2.0% 8.1 % 6.1 %
YouTube 12.6 % 19.0 % 13.8 % 10.8 % 10.8 %
MySpace 0.9 % 2.0% - 1.0 % 0.9%
Google Maps 42.8 % 53.0 % 50.7 % 38.3% 36.8 %
Wikipedia 41.7 % 41.0 % 51.2% 38.6 % 373%
Blogs 22.5% 19.0 % 24.6 % 21.7 % 231 %

Respondents could choose more than one option
Highest value within clusters is bolded.
| =Memorable Experience Seekers, Il = Active Rural Holidayers, lll = Comfort Seeking Romantics,

IV = Casual Rural Holiday Seekers
Table 1.9. Social media services used in holiday planning for each segment

Regarding Internet as an information source, more specific details about the
use of social media services were asked. Table 1.9 presents the information
on use of social media services for holiday planning in each segment. The
results show that VKontakte is the most frequently used social media service
in all segments, followed by Google Maps and Wikipedia. Google Maps is uti-
lized more by the segments Memorable Experience Seekers and Active Rural
Holidayers, and Wikipedia most by the segment Active Rural Holidayers.
OanokaaccHuku (Classmates) is more popular in the segments Comfort
Seeking Romantics and Casual Rural Holiday Seekers.

1.2.5 SUMMARY OF THE RESULTS

As asummary to characterize each segment, a typical member of the segment
Memorable Experience Seeker is a male, the age of 18-25, who seeks new and
memorable experiences and a hassle-free rural holiday. For a holiday he goes
to a cottage located near a body of water with his friends, hopes for a calm
atmosphere and availability of local food. He is interested in swimming, walk-
ing, hiking and going on excursions. Internet, friends, relatives and previous
knowledge are his most important information sources when planning his
holidays.

Active Rural Holidayer is most probably an 18-25 -year old female, who is
motivated to go on a rural holiday to get memorable and new experiences, to



relax away from the ordinary and to being physically active. She looks for-
ward spending a rural holiday with her significant other or possibly with her
friends. Her expectations and wants for accommodation are similar to the
member of the segment Memorable Experience Seekers, but she considers the
possibility to rent bicycles, boats, etc. more important. Also, environmental
responsibility for the hosting company is important. She would be interested
in excursions, local culture, going to sauna and swimming on her holiday.

Regarding motivations, a Comfort Seeking Romantic seems like I-want-it-
all type of traveller. Similar to Active Rural Holidayers, the member of this
segment is an 18-25 -year old female who is mostly interested in going on a
rural holiday to rest and to relax, to feel a sense of comfort and pampering and
also to get new, memorable and possibly romantic experiences. She would go
on a holiday with her significant other and accommodate in a cottage, but in
some cases possibly choose to stay in a hotel. The vicinity of water is important
for her. She is interested in bathing in sauna, swimming and going on excur-
sions.

A Casual Rural Holiday Seeker is similar to Active Rural Holidayer and
Comfort Seeking Romantic, a 18-25 -year old female, but in some cases might
be somewhat older, the age of 26-35 or 36-45. She is mainly motivated to go on
a holiday to have a hassle-free holiday, to escape busy everyday life and spend
time with her family. In contrast to the other segments, she is not looking for
relaxing away from the ordinary or seeking new experiences. She would most
likely go on a rural holiday with her friends, but within this segment there is
as good possibility for her significant other or whole family to be her travel
companions. A cottage would be her choice for accommodation as well, but
the importance of an indoor toilet and a shower is higher for her than for the
members of other segments. She is mainly interested in going to sauna and
taking part on sightseeing excursions as activities.
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1.3 FOLLOW-UP STUDY ABOUT THE DEVELOPED RURAL
TOURIST PRODUCTS

A follow-up survey was done after the first survey about potential Russian
tourists. The target group for the survey was the participants of the previous
study who had given their permission to be contacted for the following study.
The aim of this study is to provide insight into the developed rural tourism
products, services and attractions focusing on the possible success in creat-
ing interesting products and services for the potential Russian rural tourists.
The respondents were asked to evaluate the interest by answering if they are
or are not interested in visiting the destination or buying the rural tourism
package or service. If the respondent was not interested or was considering
of purchase by answering ‘maybe’, s/he had an opportunity to tell the reasons
why s/he would consider purchasing and why not.

Seven different rural tourist products and destinations were selected for
the survey. All attractions and destinations of these tourist products locate
in the Republic of Karelia in Russian Federation. Four of these products are
sightseeing tours with durations varying from three to five days. The other
three rural tourism products are related to wellness and health, active leisure
vacation and local culture. Short descriptions of each product are presented
in Table 1.10.

Name of the product Tourism product Location Duratlio!\ of | Accommodation
type stay/visit type
"The Secrets of Excursion, culture
Medvezhegorsk" and nature tourism Medvezhegorsk | 3 days Hotel
Health and wellness B
Bungalo Spa services, nature Sortavala Y Sauna cabin
. agreement
tourism
R . N Sport and nature . .
White Nights tourism Suoyarvi 3-7 days Camping
"Summer trip in the Excursion, culture
fields of Olonets" tourism Olonets 5 days Guest houses
Ethnoculture centre An attraction, culture
Wt . Pryazha 1-4 hrs -
Elama tourism
"Karelian Laces" Exct{rsmn, culture Veshkell_tsa— 3 days Hotel
tourism Suoyarvi
Hunt!ng and Fishing in Spor_t and nature Zaonezhye By Guest house
Karelia tourism agreement

Table 1.10. Summary of the developed rural tourist products




1.3.1 Descriptions of the developed rural tourism products
The Secrets of Medvezhegorsk

This tourism product named as “The Secrets of Medvezhegorsk” is an excur-
sion type tourist product which takes the tourist to visit historic, architec-
tonic sites and memorials, and also to nature destinations. Three day program
starts with transportation from Petrozavodsk to Medvezhegorsk, where visi-
tors are introduced to the history of the city via visiting the local museum. The
excursion program includes also visits to the White Sea canal, war memorials
and historic, industrial sites. On the third day, visitors will be taken on a tour
to Kivach Nature Reserve and the Kivach Waterfall. The excursion ends in
Martsyalnye Vody wellness centre, where visitors can test the healing powers
of the local springs. The price for this three-day excursion is 10 000-10 700
rubles depending on the amount of persons. The price includes hotel accom-
modations, dinners, excursions and transportation.

Bungalo Spa

Bungalo Spa is a Russian style sauna cabin at the shore of Lake Ladoga in
Sortavala. Bungalo Spa offers a sauna experience with a variety of aroma-
therapy and massages. Other services for tourists include fishing, picnics,
forest therapy, hiking, boating and private tours to the Valaam Monastery. The
price for a stay of one night with spa services is 1750 rubles.

White Nights

The sport and nature tourism package, “White Nights”, offers an active leisure
holiday in nature surroundings in the area Lake Tumas near Suoyarvi. The
area offers possibilities for activities, such as kayaking, hiking and bicycling.
The area also has interesting nature and historic sites. The package can be
modified for a family, nature and adventure holiday. The price of a seven-
day tour varies from 7500 rubles to 9500 rubles per person depending on the
group size, the minimum being eight people. Children under 14 years of age
will get a discount.

Summer trip in the fields of Olonets

A culture tourism excursion, “Summer trip on the fields of Olonets”, takes
the tourist to the area of Olonets, northeast of Lake Ladoga. During this five-
day tour, the tourists visit the villages of Tuloksa, Tuksa, Aleksala, Lemozero
and the town Olonets. Activities for the tour can include fishing, boating,
birdwatching and getting to know local culture and cuisine. Visitors are ac-
commodated in guest houses in each village. The price for this excursion per
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person is 14275 rubles, which includes accommodation, dinners and the ex-
cursion program.

Ethno-culture centre “Eldimd”

Ethno-culture centre, “Eldama” is an attraction locating in the area of Pryazha.
This destination offers various exhibitions about the folk culture of Karelian
people. The exhibitions introduce a local handicraft, art and music. The du-
ration of a visit is typically from one hour to four hours. The basic entrance
fee is 50 rubles per person. An extended program with workshops is priced at
400 rubles per person.

Karelian Laces

This three-day excursion starts from Petrozavodsk and takes the tourist to
the areas of Veshkelitsa and Suoyarvi. The excursion includes a visit to a
700, a tour in the Karelian village, Veshkelitsa, and visits to several historic,
architectonic, cultural and memorial sites in the area of Suoyarvi. The price
for the excursion varies from 10900 rubles to 11700 rubles depending on the
amount of persons. The price includes hotel accommodation, dinners, excur-
sions and transportation.

Hunting and Fishing in Karelia

In this product, nature and sport based tourism services are offered in the
area of Zaonezhye. Accommodation facilities include two guest houses for a
maximum of 14 people. The duration of the stay is by agreement with the price
of 5000 rubles per night per guest house. The price is negotiable between high
seasons. The area offers possibilities for summer activities such as fishing,
hunting, wildlife watching, boating, and snowmobile safaris at wintertime.
Also various excursions to local attractions can be arranged.

1.3.2 Data collection

The data for the follow-up study was collected via electronic web survey. The
questionnaire was sent to those persons, who had taken part of the first study
about potential Russian tourists and left their contact information by agree-
ment to be contacted for the follow-up study. 1 119 email invitations were sent
successfully. After a week, a reminder message was sent to the same people.
Data collection resulted with 69 responses, the response rate being 6.11 per
cent.



1.3.3 Results of the study
Demographics of the respondents
Most of the respondents were females (78.3%) (Table 1.11). The most common

age class of the respondents was 18 to 29 years old (37.7%), and the area of
residence, Saint Petersburg (56.5%).

Gender % Age %
Female 78.3 18-29 37.7
Male 21.7 30-39 23.2

40-49 20.3
The area of residence % 50-59 11.6
Saint Petersburg 56.5 60-69 5.8
Moscow 15.9 Over 70 1.4
Other 27.5

Table 1.11. Demographics of the respondents. (N = 69)
Interest for the tourist products

The respondents were asked to give their opinion about their interest in
the previously described rural tourism products, packages and destinations
(Table 1.12). In two options, ‘perhaps, because...” and ‘I am not interested in
the product, because...’, the respondent could give an open explanation why
s/he might buy the product in question or why s/he is not interested in the
product.

1 1} m v \' Vi vil
Yes, definitely 609% | 594% | 53.6% | 55.1% | 73.9% | 53.6% | 623 %
Perhaps, because... 304% | 246% | 188% | 275% | 11.6% | 275% | 203 %

I am not interested of the

8.7 % 159% | 26.1% 15.9 % 14.5 % 18.8 % 17.4 %
product, because ...

(Missing) - - 1.4 % 1.4 % - - -

| The Secrets of Medvezhegorsk

I Bungalo Spa

Il White Nights tour

IV Summer trip in the fields of Olonets
\' Ethno-culture centre, "Elama"

VI  Karelian Laces
VIl Hunting and Fishing in Karelia

Table 1.12. Summary of the opinions on the interest in the rural tourist products
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Comments about The Secrets of Medvezhegorsk

On the basis of the respondents’ opinions, The Secrets of Medvezhegorsk
seemed to be the most interesting product, as 61 per cent of the respondents
are definitely interested in the product and 30 per cent of the respondents
would consider buying the package tour. The features that make this product
interesting, on the basis of the comments, are the history and nature of the
Medvezhegorsk region. The duration of the excursion seems suitable, and for
some respondents, this is an area that they have not visited before. Those who
are not interested in this product commented that this type of tourist product
is not for them. They also questioned the transportation options and wondered
why the tour starts from Petrozavodsk.

Comments about Bungalo Spa

According to the respondents, Bungalo Spa is an interesting and unique at-
traction that offers compelling health services and optional programs. For
those who were not interested in Bungalo Spa, accommodating in a cabin was
nothing special or they were unsure about the comfort of that type of accom-
modation.

Comments about White Nights tour

As this product’s program heavily emphasizes leisure sport activities, some
of the respondents considered this product not to be suitable for them. Also
camping as an accommodation was seen as an obstacle to take this tour.
However, these were also wanted features for some respondents. Being in the
nature was also seen as a one of the strengths of this tourist product.

Comments about Summer Trip in the Fields of Olonets

For this excursion, the most interesting features were the culture related ac-
tivities and bird watching. Also, the possibility to accommodate a larger group
of people was seen positive. The respondents who were not interested in this
tourism package said that the area or the program was not that fascinating
and this type of excursion could be arranged independently.

Comments about the ethno-culture centre, “Eldima”
The respondents commented that this attraction would be suitable for chil-

dren and families. However, the theme of the destination can be seen as alim-
itation and the exhibitions seemed somewhat one-sided for some respondents.



Comments about Karelian Laces

The cultural and historic aspects of this excursion seem as the highlights for
some and downsides to others. Most comments by those who were not inter-
ested were that the theme of the excursion was not appealing.

Comments about Hunting and Fishing in Karelia

Like the comments for White Nights tour, this product also divided opinions
concerning the attractiveness of the activities in the destination. Those who
were not interested in fishing or hunting did not consider this product right for
them. Those who could possibly consider purchasing this product commented
that the extra services and programs could be interesting. The freedom to
choose the daily program was seen as a positive aspect.

Opinions about price compared to the product offering
After evaluating their interests, the respondents were asked to tell their opin-

ion about the price of the product. In Table 1.13, the information about price
evaluations is presented for each product.

Evaluation of the product price 1 1] 1 v v \'/] Vil
The price is inexpensive 10.1% [ 246% | 145% | 43% | 594% | 43% | 87%
The price is suitable 56.5% | 59.4% | 72.5% | 304 % | 40.6% | 30.4% | 60.9 %
The price is too high 333% | 159% | 11.6% | 63.8% N 65.2% | 30.4%
(Missing) - - 1.4 % 1.4 % - - -

| The Secrets of Medvezhegorsk

I Bungalo Spa

I White Nights tour

IV Summer trip in the fields of Olonets
' Ethno-culture centre, "Elama"

VI  Karelian Laces
VIl Hunting and Fishing in Karelia

Table 1.13. Evaluation of the product price compared to the product offering

For almost all products, the price is seen suitable when compared with the of-
fering in the product description. For the excursion products, Summer Trip on
the Fields of Olonets and Karelian Laces, the respondents think that the price
might be too high in comparison with the program offering.
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2 Social media marketing of
tourism products through
Russian social media channel
VKontakte: Case study from

Finland and the Republic of
Karelia

Ekaterina Miettinen
Project Researcher
Karelia University of Applied Sciences

2.1 INTRODUCTION
2.1.1 Study background

Today Russia is the most important target market for Finnish tourism indus-
try. From the practical marketing point of view, Russian tourism in Finland is
a current topic. It is argued that Russians keep the tourism of Finland alive.
According to the Border Interview Survey 2012 by Statistics Finland and
Finnish Tourist Board (Statistics Finland, 2013), visitors from Russia are the
largest visitor group. The amount of visitors from Russia was 3.6 million in
2012. Travel from Russia to Finland increased by ten per cent compared with
the year 2011.

Malankin (2012) studied over 200 works about Russians and offers her
view about their travelling habits, consumer behaviour and expectations. She
describes Russian tourists as open, curious and spontaneous. Russians do not
really plan their holidays, they look through the information they can find and
make their decision right away. Finland is criticized by Russians for the lack
of information. During their holidays, Russians are used to spending money,
drinking and eating well. They are surprised with rather peaceful nightlife
in Finland and lack of activities offered to them. As all clients, generally,
also Russians likes to be extremely valued, they appreciate it significantly
(Malankin, 2012).

Nowadays Russia is one of the biggest suppliers of tourists to the foreign
market (Furmanov, Balaeva & Predvoditeleva, 2012, 2-3). According to the
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Federal State Statistics Service of Russia (2013), in the year of 2012, the most
popular travel destinations for Russians were Finland (+18%), Turkey (-6%)
and China. According to the Russia Tourism Strategy to 2020 (Ministry of
Culture of Russian Federation, 2013), Russia was in the top ten list for the
leader countries of tourist arrivals and the fifth for the tourists’ consuming
in 2012. Russia is on its way to build a unique tourism industry consisting of
natural, social, economic, cultural and historical resources. Domestic tourism
should be affordable for the Russians. Nowadays people with an average in-
come often choose outbound destination for the “quality-price” criteria (Boiko,
2009). In this study, the focus is on tourism in Russia and in Finland through
the social media channel VKontakte (hereinafter abbreviated as VK).

2.1.2 Objectives of the study

The object of this study is social media groups connected to Finnish and

Karelian tourism in the most popular channel VK of Russia. The main re-

search questions are:

e What kind of groups can be found in VK that are connected to the tourism
to Finland and what are the main topics that people discuss?

e What kind of groups can be found in VK that are connected to the tourism
to the Republic of Karelia and what are the main topics people discuss?

e What kind of advice on marketing can be given to, a) the tourism entre-
preneurs in Finland, and b) the tourism entrepreneurs of the Republic of
Karelia, based on knowledge from these groups?

2.2 SOCIAL MEDIA AND MARKETING

The promotion effectiveness for organizations in social media is quite new.
Researchers have just started to examine different social media platforms
and their impact on the promotional aims of organization (Paek, Hove, Jung
& Cole, 2013). Started as an entertainment tool social media is widely used
for business purposes because of time, audience, relation and costs (Kirtis &
Karahan, 2011).

There is still no complete definition for social media, which would be
agreed by all parties (Zhu & Wang, 2013). Safko and Brake (2009, 6) define
social media as “activities, practices, among the communities of people who
gather online to share information, knowledge, and opinions using conversa-
tional media”. Conversational media is a Web-based tool that helps to create
and transmit content in the form of words, pictures, video and audio (Safko &
Brake, 2009). Kirtisa and Karahan (2011) suggest that in social media, a group
of internet-based service users interact with other users online though blogs,
share contents and communicate with friends over a social network.

According to Safko and Brake (2009), the most important purpose of the
social media, from the business point of view, is to engage the audience. They



define the four categories of engagement with social media: communication,
collaboration (special social media tools for collaboration among work teams,
buyers and sellers, companies and customers), education (customer education
and employee training) and entertainment (entertainment definitely helps to
sell products).

2.3 SOCIAL MEDIA IN RUSSIA

TNS is the leading media and market research company in Russia and it pro-
vides internet statistics for the Russian market monthly. As shown in Figure
2.1, in October 2013, 44.2 million people (12 years and older) used internet at
least once a month and 42.4 million people at least once a week (TNS Russia,
2013).

USE INTERNET AT LEAST ONCE ...

A MONTH A WEEK
442 42 .4
8.0 7.7
3.3 3.2
] - [] o
TOTAL MOSCOW SAINT TOTAL MOSCOW SAINT
PETERSBURG PETERSBURG

Figure 2.1. The number of Internet users. October 2013. (TNS Russia, 2013).

During the past few years, the number of Internet users in Russia increased
17% in 2010-2011 and 12% in 2011-2012. Almost all users (94%) have access to
Internet at home (Yandex, 2013).
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Top 20 Sites in Russia J?::L:_an('::(; % Growth Minl‘:::fgs. per I;:?vl:;?::
Visitor
Total Internet Audience: Age 15+ 61,345 15 1565.0 2,938
Mail.ru Group 52,396 17 3711 733
Yandex Sites 52,124 16 91.6 173
Google Sites 45,838 21 97.9 94
Vk.com 43,959 19 390.7 612
Microsoft Sites 27,370 47 16.9 12
Wikimedia Foundation Sites 25,750 17 144 14
Ucoz Web Services 23,900 12 5.7 13
Ros BusinessConsulting 20,073 -2 228 32
Rambler Media 18,383 2 235 33
Avito.ru 16,402 60 37.2 83
SUP Meida 15,891 9 16.2 20
Facebook.com 14,675 25 29.0 54
Gazprom Media 13,189 5 9.3 12
Technorati Media 13,133 37 2.8 5
Map Makers Sites (Gismeteo) 10,971 81 11.0 18
MIH Limited 10,851 101 13.1 26
Kinopoisk.ru 10,363 40 12.8 19
Livelnternet 9,159 6 7.0 14
VGTRK Sites 8,339 28 125 16
Pronto Moscow 8,313 25 9.5 18

Table 2.1. Top 20 sites in Russia. December 2012. (comScore, 2013)

Mail.ru Group is the most popular site in Russia (Table 2.1). The products of
Mail.ru consist of email and portal services, social networks, instant messag-
ing, online games, search and e-commerce and other communication and en-
tertainment platforms (Wikipedia, 2014). Yandex is the largest search engine
in Russia and provides internet-based services and products: web search, free
mail hosting, mapping service, a transaction service similar to PayPal, and
various productivity-enhancing apps (Clay, 2013).

According to the TNS statistics (2013) the market leader of the social me-
dia is VK with over 40 million users (Table 2.1). VK is a social network that
originated in Russia in 2006 and became extremely popular among users from
post-Soviet countries. VK is a Russian version of Facebook. In Russia, glob-
ally succeeded Facebook has its lowest penetration in Europe at 18.8 per cent,
currently ranking behind leaders VK, Odnoklassniki and Mail.ru (comScore,
2013).

As for the site structure, VK resembles Facebook greatly. Each user has its



own profile. In addition, one can create a “group profile” and invite fans there.
A membership in those groups can be open for everybody or private, meaning
that people can only join by invitation.

Amount of users for social media services (May, 2013)
60000
50000
40000
30000
20000

10000 -
0

VK.com Odnoklassniki.ru Facebook.com Livejournal.com Twitter.com

Figure 2.2. Russian social media audience (TNS Web Index, 2013)

Odnoklassniki means “schoolmates” and was founded in 2006 as a part of
the Mail.ru platform. This channel focuses on sharing photographs and is
full of flashing images. Users can rate other peoples’ photos, chat and get
the information on who has viewed their profile. Facebook became popular
when it started to use a Russian interface. The user profile among Russians
in Facebook is young people who have friends abroad. Livejournal, owned
by SUP media, differs from the other social media channels with the profile
of the online community where users can keep their blogs, diary or journal.
Twitter enables users to do profile updates and microblogging, to send and
read "tweets”.

2.4 GROUPS IN SOCIAL MEDIA

The growth of the use of social media forces businesses to accept it as a com-
munication channel to stay in touch with their present and potential clients.
Among different tools used in social media, the most effective one is the crea-
tion of a group. The purpose of a group is to gather people with shared inter-
ests to discuss issues. The group is used as a platform for communication. Itis
not quite effective to create a group just around a brand. Users probably would
not be interested in a Colgate toothpaste but everybody is interested in how
to keep your teeth healthy. Therefore, advertising should not be too straight.
There are different strategies for creating a group: 1) by the company and
hosted by the company workers 2) by the company and hosting is outsourced
to an agency, 3) unofficially by the company workers, and 4) by the active users
(Danchenok & Nevostruev, 2011).
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2.5 RESEARCH & RESULTS
2.5.1 Groups in VK connected to tourism to Finland

At the beginning of the study, the groups in VK devoted to tourism in Finland
were searched and about 10 000 were found. The choosing criteria were based
on the name (should have “Finland” in it), content (devoted to those who travel
to Finland, not living in the country) and the number of members in the group
(only groups with more than 3000 members got in the list). The first group
analysis was done in April 2013 and updated in November 2013.

According to the list presented in Table 2.2, groups can be divided into four
subgroups according to what kind of information is delivered and transmitted
in the group discussions:

e Subgroup 1: General information about Finland (Shopping, Sales and Rest
in Finland, The land of Finland, Finland, Finland Guide, Stop in Finland).

e Subgroup 2: Information about certain region in Finland (Finland in
VKontakte — visit Mikkeli, Finland/Lappeenranta and Imatra Region/
GoSaimaa, About Helsinki, Finland/Himos).

e Subgroup 3: The group is devoted to shopping and contains plenty of ad-
vertisements (Check in Finland - the best holiday in Finland).

e Subgroup 4: The group is devoted to entertainment and is unfocused (To
conquer Finland, Fuck yeah Finland).



GROUPS IN VKONTAKTE RELATED TO TOURISM IN FINLAND NUMBER OF
MEMBERS
NAME OF THE GROUP / APR NOV
VKONTAKTE NAME DESCRIPTION MODERATED BY 2013 2013
) . ... | http://vk.com/visitmikkeli,
F,'l!‘la“‘? in VKontakte, visit | support for the site: www.vis- | Marko Riabkov
ikkeli iF'>(mik||<e|i.ﬁ ‘ N mar toﬁria ov@ 14599 2%21%1)
opular group for tourists, the | miset.fi -
ﬂﬁﬁﬁgﬁﬁ@ﬁﬁﬁT&%& most of the new members are | Mikkeli, Finland
from Mikkeli region
Shoppi les, tri d | http://vk.com/checkfinland ) )
,es'i'?.',"p"i%faanﬁs' fipsan Group that offers useful infor- Jar,l{l'apana.men 16968
mation about Finland, what arh‘apanamen@ 9027 | (37041
é”,gggl;'gbfgggggbgfe35'<uu gg Sdecg'where to go and what | Finjand and Russia
http://vk.com/ﬁnlar)d_suomi—
Finland SUPPOI’t for the site: www. Konstantin Kuranov
russian.fi http://vk.com/ 8449 8776
QuunaHdusa Finnish news, sales, cultural | konstantin.kuranov (+327)
offers, possibility to ask ques- | Finland
tions, not well-structured
http://vl;.com/club22298,
. support for the site: www. | |n D 201
To conquer Finland Epnc}leﬁl.ru dverti . t?u? e;:gm)bgird r?o?' 8067 (Z%?)
innish news, advertisements | exist anymore -
5%’2?"0%””””6 uloHa of private people offering ser- | Saint Petersburg,
vices connected to Finland, | Russia
not focused.
. http://vk.com/gosaimaa, sup-
Finland/Lappeenranta port for the site: www.gosa- L
ancgl[natra egion/ imaa.com TAIIaleeml, Mika
0>aimaa Information on the activities | ;ONder 21702
QurnaHduA|PezuoH in South Finland. Works as an Iagsg?r%r;raagéiq@ 6873 | (£14829)
JlanneeHpanma u online customer services in | Russia
WmampalGoSaimaa Russian for those interested
of Lappeenranta.
Stop in Finland. Truth about | http://vk.com/stopinfin,
Finland support for the site: www. Irina Myagkova
stopinfin.ru/ sales@stopinfin.ru 6376 6113
News about shopping, Saint Petersburg, (-263)
Stop in Finland - Bca npaBaa | activities, culture in Helsinki, Russia
o OuHnaHaun! well-structured.
About Helsinki, capital city | http://vk.com/prohelsinki,
with style support for the site: www. Artur Kukov
helsinki.ru http://vk.com/ 6297 8473
News about shopping, archeemayday (+2176)
Mpo XenbcuHku! Mpo .. | activities, culture in Helsinki, Helsinki, Finland
Cronuuy co Bkycom™ Helsinki | well-structured.
http://vk.com/stranafi, support
for the site: wwv(\j/,strana.ﬁ EUnknown)
. Tourism oriented group, hone number:
The land of Finland peaceful, well-structured, 358103222220 | 6165 | (098,
many pictures of Finnish Saint Petersburg,
nature and different placesin | Russia
Finland
i http://vk.com/suomifyeah Nikolai Kulchenko
Fuck yeah, Finland! The groupisfullof ttp://vk.com/ 5947 7342
Vittu Joo, Suomil entertaining stuff: Finnish snowbl1nd (+1395)
music, films, design. Russia
. : . http://vk.com/himosholiday, ; iali
B ibimes/Downhill | qugport forthe ste:www. | FiES RITEes 4238
OuHnaHaualHimos|Xumoc|fo m’gafg‘%%@g& activitiesin | 19125149105 4547 | (3309)
PHOMbIKHbBIV KypopT Himos all over the year. Finland
- f http://vk.com/club6361288, . : .
F:mg:g_gu'de- Ileave for _sup’:p%rt for the site: www. Hlt?g/l\}\llli(uggm?a 4951
[yTeBOAUTENbIIO MO oI e closed. | wait for | nika_lucky 4905 | (V75
gﬂ:ﬂg;nn%' Aepys my agcce F%ion to the group to aagr;EaPetersburg,
A0 see what the group is about
http://vtkfco??‘/ch.?ckinﬁnland, CheckdIn Finland
i E support for the site: www. eck-In Finlan
Check in Finland - the best | ¢hEEhAinland.ru httpy//vk.com/ 3054
Check % Finland - nyuwmii The groupis oriented on id165237362 3097 (+407)
OTAbIX B DUHAAH m% shopping in Finland, plenty of | Lappeenranta,
A A advertising, not much toufist | Finland
information

Table 2.2. Groups in VK connected to tourism to Finland: vk.ru
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2.5.2 Changes in the amount of members

In November 2013, the most popular groups belonged to the subgroups 1 and
2. In the subgroup 1, advertising is presented in articles and blogs not in
straight advertisements. The content of these groups gives a possibility to
many tourism entrepreneurs to offer information about their services: shop-
ping, seasonal tourist activities, cultural attractions, accommodation, com-
petitions, discussions and advertisements. As we can see from the contact
information in Table 2.2 moderation of the group is organized by a person
from Finland or Russia.

In several groups the amount of users changed critically from April to
November. The amount of users grew in such groups as “Shopping, sales, trips
andrestin Finland” (+7941 users), “Finland/Lappeenranta and Imatra region/
Go Saimaa” (+14829 users), “The land of Finland” (+3533 users).

For the group, “To conquer Finland”, the amount of users had decreased
(-453) and in December 2013, it did not exist. “Finland in VKontakte, vis-
it Mikkeli” (-318 users), “Finland/Himos/Downhill skiing” (-309 users) are
groups that support special region or resort in Finland. The decrease of users
could be explained with the fact that users were not so well activated by the
moderators with questions, advice or competitions. It is likely that no adver-
tising budget was used for promoting the group. Naturally, user amounts in-
crease close to New Year's season and stay quite constant during non-tourism
seasons.

2.5.3 Discussion topics

The most popular topics were analysed inside the groups connected to tour-
ism in Finland (Table 2.3). Data was gathered in April-May 2013. Groups from
Table 2.2 were analysed and the most popular topics were chosen on the ba-
sis of the amount of comments. Only the topics with over 20 comments were
chosen. One topic often consisted of several discussions.

All discussions were created by the moderators of the groups. The Russian
members of the groups (from Finland or Russia) answered, asked questions
and continued discussions.



GROUP NAME
/ NAME IN MEMBERS TOPIC COMMENTS AMOUNT OF
VKONTAKTE :
Prices for health care, insurance,
Healthcare in medicine, surgery, feedback, 22
Finland doctors (their educational level
and proficiency)
Finland Prices, brands, sale, clothes
8776 for young persons, wedding
OuHnAHAnA dresses, Swan's down coats,
Shopping loyalty customer cards, shops and 98
shopping center, low-price shops:
where?, sport equipment, delivery
of goods, tax free - invoice
Comfortable traffic and clear
What did :rgfﬁc signs, honesty and
" . riendliness of people, clean
Lo surprise you in L 40
Check in Finland- Finland? and pgaceful cities, clear water,
the best holiday in beautiful nature, ecology,
Finland! reindeers
3504 Visas, attractions, spa, parks,
Checkiin Finland holidays with children,
- Nydwnn oTabix B Questions and | accommodation, traffic, sale,
OuHnaHgnmn answers about | opening hours of shops, boat 74
Finland trips from Finland, plane tickets
from Finland, parking in Finland,
museums
Stop in Finland. To Finland by Border rules, traffic, motorbikes in 29
Truth about car Finland, parking, fines
Finland
6113 Season tickets, tickets/prices
Stop in Finland Public transport | and where to buy, travel cards, 71
- BCA Npasaa o in Helsinki timetable, getting to the airport,
OuHnaHgun! bus stops
Finland in
Vkontakte, visit
Mikkeli
14281 Accommoda- What, where; Prices; Where to stay 25
QuHnagna tion near Mikkeli
BKoHTakTe,
Mukkenn
VisitMikkeli.fi

Table 2.3. Discussions in VK about tourism in Finland: vk.ru

The topics which gathered more than 20 comments were examined. The
discussions concentrated on topics such as health care in Finland, shop-
ping, things that surprised tourists in Finland, questions and answers about
Finland, traffic and accommodation.

Shopping
The most popular topic that gathered 98 comments is shopping. People gave

the addresses of good shops with cheap prices and high-level brands. Out of
all shopping products, the most attention was paid to Swan’s down coats, wed-
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ding dresses and sport equipment:

H.A.: Ckaxxnre a KaKylIo IIeHy ITyXOBVMKU CTOAT (PUHCKIE????. MBI B Hada/e sSHBaps
cobupaeTcst Ioexars...

N.D.: What are the prices for Finnish swan’s down coats???? We are going to travel at the
beginning of January... (htp:/lvk.com/topic-19035_131587570ffset=20)

A.IIIL.: XotuMm moexats 19 gexaOps1,IToACKaXkKUTe TAe MOKHO KyIUTDh B XeAbCUHKIA
TOPHO/BIKHBIE KOCTIOMBI (4e111eB0)?

A.S.: We are going to travel on 19 of December, where can we buy sport clothes in
Helsinki? (http://vk.com/topic-19035_131587570ffset=40)

People also needed more information on the tax free and invoice systems:

T.B.: Regina, 51 ne nonsaa, npo sosspatr HAC, s10 Kak? Heyxean Ha TamoxxHe
HIpOBepsIOT Bee?

T.V.: Regina, I didn’t actually understand, what is this VAT refund system? Do they really
check everything on the boarder? (http://vk.com/topic-19035_131587520ffset=80)

Health care

Health care in Finland gathered 22 comments. People were interested in
prices, possibilities to give birth in Finland and surgeries of a different kind:

E.O.: BaaentnHna, 3ap-me! Cboero nepsenna poxkada B @. Bcé Op110 Ha BbICIIEM
ypoBHE 1 OOCAYXKMBaHMe, BHMMaHME CO CTOPOHBI IepcoHasda. ToAbKO OAMH
1103uTn( KaK y MeHsI TaK 1 Y My>Ka.

E.O.: Valentina, hi! I gave birth to my first baby in Finland. Everything was on high level,
service, attention from the nurses. With my husband, we got only positive emotions. (http://
vk.com/topic-19035_1339228)

The level of proficiency of Finnish doctors did not get much positive attention:

I0.K.: da dejstvitelno s medicinoj tut slabo. detyam v krajnem sluchae panadol,vz-
roslim toge v krajnem sluchae panadol a esli sovsem xerovo to antibiotiki,pri etom
tebya ne osmatrivayut,nichego ne wupayut i ne berut analizov.

J.K.: Really the level of medicine here is very weak. Children always get Panadol, adults
get Panadol as well, if the situation is really serious then they give you antibiotics, but they
don’t examine you or do any tests. (http://vk.com/topic-19035_1339228)

A.O.: B dunasuauu npu 2100011 mpod.aemMe BaM BbIAaloT Burana nam Panadol.
A.O.: In Finland for any kind of problems you always get Burana or Panadol. (http://
vk.com/topic-19035_1339228)



Despite the situation with the Finnish doctors, Russians were satisfied with
the level of technical equipment in Finnish hospitals:

E.O.: CBeTaaHa, TpaBUABHO BaM Harmcaay, GpUHCKUe DOABHUIIBI OCHAIIEHBI Ha
ypOBHe...

E.O.: Svetlana, you've been told right, Finnish hospitals are well-equipped... (http://
vk.com/topic-19035_1339228)

Positive surprises

Things that surprised tourists in Finland were aspects connected to traffic
culture: good roads, drivers obeying the rules and reindeer walking down
the streets:

T.K.: IIpu nepsom npuesge B OUHAAHAUIO IIOpa3lda MeHs OpraHM3aLus
AOPOYKHOTO ABU>KeHM s Ha rrepekpectkax! Ham 651 Takoe B CI10!

T.K.: When I first came to Finland I was surprised how traffic is organized on the crossroads!
I wish we had the same in Saint Petersburg! (http://vk.com/topic-31796237_27334999)

Clean nature, tap water that everyone can drink, peacefulness and friendli-
ness of people in Finland were also issues discussed under the topic, “what
surprised you in Finland?”

J.A.: B nepsyio ouepeab MeH: IOpa3iia SKOAOTYs CTPaHbl, YMCTOTa, ITOPsAAOK.
Jaxke BOK3a/A MHe ITOKa3aAcCsl CaMbIM YMCTBIM BO Bceil EBporle, Kak TOABKO s
CTynmuJa Ha IeppoH. Boja 4ucreiiimas, KOTOPYIO MOXHO IIUTh M3 110/ KpaHa,
KauyecTBeHHbIe TTPOAYKTHI, KOTOphIe MHe 1o ayrie. KoHeuHO, 110411~ Ha TIePBBIi
B3I/, OUY€Hb CAep>KaHHEIe, BOCITUTaHHEIE I A00posKeaTeAbHEIe.

I.A.: First of all I was impressed by the ecology of the country, cleanliness, order every-
where. Even the railway station was so clean, I think the cleanest in the whole Europe.
Water is also very clean, you can drink it straight out of the tap. There are very high level
products in here that I like. From the first impression people are calm, well-behaved and
friendly. (http://vk.com/topic-31796237_27334999)

Questions and answers about Finland

Under the topic, Questions and answers about Finland, there was discussion
on such issues as visas, accommodation, traffic, sales, tickets, parking rules,
and holiday activities. Group members gave advice to each other and com-
pared how differently things were organized in Finland and Russia:

F.R.: Ck0ABKO BpeMeH!U HY>KHO 445 OTKPHITHs BU3bl B PuHAsIHAMIO? Crian6o.
E.R.: How much time do I need to get a Finnish visa? Thank you.
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A.A.: A06psiit gers! MOXKXHO AU IIOCETUTH XYAOXKECTBEHHYIO ralepeio Perpertn
B [Iynkaxaprio? K caiity goctymna HeT. OTKprITa A1t oHa? Ecan Aa, ecTh au Kakoe-
Anbo pacrucanue?

L.A.: Good afternoon! Is it possible to visit the art gallery Retretti in Punkaharju? The
web site doesn’t work. Is the gallery open? What are the open hours?

Other topics connected to transport were, “getting to Finland by car “and “pub-
lic transport in Helsinki”.

2.5.4 Groups in VK connected to tourism to the Republic of Ka-
relia

In April 2013, about 5000 groups with the word “Karelia” in their title were
found in VK. 13 groups were connected to the Republic of Karelia as a tourist
destination and had over 3000 members. These 13 groups were analysed in
this study. The first two, “Karelia: Petrozavodsk” and “Karelia - 21 century/
Petrozavodsk”, are built mostly around the issues happening in the capital
of the Republic of Karelia — Petrozavodsk. Furthermore, the groups which
are used as a promotional channel for firms offering cottage rental services
are the following: “Karelia: Rest in the comfortable cottages down the lake”,
“Cottages, rest, excursions and fishing in Karelia” and “Rest in Karelia: cot-
tages, fishing, hunting”.

Tour operators offering package tours and activity services also use VK
as a promotional channel in the groups “Active holiday in Karelia”, “Rest in
Karelia” and “Travel agency Karelia”. Groups for people just interested in
Karelia and its nature, consist of plenty of discussions and some advertising
materials. These groups are “Karelia”, “Ladoga lake”, “Karelia: active holiday
in Karelia” and “Karelia! Ladoga lake! Skerries!”.



Groups in VKontakte related to tourism in the Republic of Karelia APRIL 2013
NAME OF THE GROUP DESCRIPTION MODERATED BY MEMBERS
Sergey Zagorski
Karelia: Petrozavodsk http://vk.com/petrozavodsk | http://vk.com/ 40744
Kapenus: [lempo3asoock News about Petrozavodsk cergeyzagorcki
Petrozavodsk, Russia
. http://vk.com/karelia_xxi_
g::reglza;‘l”;dcse;tury/ vel Timur Vehkavichus
Kapenus - 21 Bex/ News about Petrozavodsk, http://vk.com/timmini 26267
Heﬁqposasoam the most beautiful places in Petrozavodsk, Russia
the Republic of Karelia.
.. . http://vk.com/club5431137
Karelia: Rest in the The group is created for .
comfortable cottages : Galina Lezneva
down the lake private company pUrposes to | . //vk com/id23153114 18102
Kapenus: Omoeix u ylomHeix support the renting cottages Saigi Petersburg, Russia
Korermea}f(ax Ha be {ae exu business, many pictures o 9
pezy p the Republic of Karelia
. http://vk.com/munozero
Cottages, rest, excursions | 1, - group is created for ) o
and fishing in Karelia private company purposes to Maksim Mjagkij
fﬁ:gmi‘?’z{}z g"%%lj;)’i’a u support the renting cottages Ec‘)lcsssai;ama@gmall.com 13530
Ka gﬁuu business in the area of lake
p Munozero
http://vk.com/karelia_otdih X
Karelia General information about El:r?tgzc(zépakrlj(glg\éaru 13138
Kapenus EaK;jgtljaefrcht for the site: www. Republic of Karelia, Russia
. . http://vk.com/all_karelia
Rﬁz;mrln(g::lea"t?ézonmels Official group for the private | Svetlana Dmitrieva
Omavix u Kapenud. Typbl. company, offering cottages http://vk.com/id20714296 9025
Baza omablxg I'ocrhu):qpu'ibl and other touristic services, Saint Petersburg, Russia
’ : http://baza-karelii.ru/
http://\ék.com/cllum h964r1]9
Group for people who have
Ladoga Lake fell in love with Lake Ladoga ﬁ{?xsyv%iglxyidwm 3 6743
Jladoxckoe 03epo or are interested in Karelian Saigi Petersburg, Russia
nature. Plenty of pictures and 9
discussion
http://vk,colm/karelia.
activetrave .
Active holidays in Karelia Official group for the private ﬁtlixiacsrcgﬁ\d/l%ggygw 5911
AkmusHbIli omobix u Kapenuu | company offering activity PetFr)ézavé dsk. Russia
services for tourists: www. '
activetravel.ru
http://vk.com/club2651460
Rest in Karelia Official group for the private ﬁtl?e,';t/ﬁ(oggﬁf/ﬁ\;e“a 5554
Omoeix u Kapenuu company offering activity Me%\/ezﬁ egorsk Russia
services for tourists yegorsk,
" = http://vk.com/club44077146 : .
Trovelogeney Karelie® | Ofcalgraup oraiow | Gneorisois,
K};p enus operator offering packag?e Kondopoga, Russia
p tours, http://www.t-karelia.ru poga,
http://\;k,com/cllub1r]2281
Karelia: active holiday in Group for people who are
Karelia 4 interested in Karelia and ﬁtl?e'r/t/ﬁ(ocrgranc/mg\:e“a 4429
Kapenua!ll AkTusHbIn o1AbIX | spending a holiday in Karelia. Re pl:lb“C'Of Karelia, Russia
n Kapenun. Information about the P !
region.
. http://vk.com/ladoga812
g;;ﬂ;:!s!.adoga lake! Group for people who are Tatjana Volodina
f interested in the history and | http://vk.com/id207821497 3432

Kapenus! Jladoxckoe
o3epol!llixepoi!

geography of Karelia and the
skerries in Lake Ladoga

Saint Petersburg, Russia

Table 2.4. Groups in VK related to tourism in the Republic of Karelia
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2.5.5 Discussion topics

The most popular topics analysed within the selected groups were connected
to tourism to the Republic of Karelia (Table 2.5). The data was gathered in
November 2013. The groups in Table 2.4 were analysed and the most popular
topics were chosen on the basis of the amount of comments. Only topics with at
least 40 comments were selected. One topic often consisted of several discus-
sions. The discussion was started by moderators or group members.

MEMBERS NR. OF
GROUP NOV. 2013 TOPIC COMMENTS COMMENTS
How to get to specific
Karelia: active holiday destinations by a car and
: : other transportation
in Karelia . . .
. Where to go in The best lake in Karelia
Kapenua!ll AkmugHbit 4429 . : 127
Karelia? Attractions
omobix u Kapenuu. Pri
rices
Accommodation
Best fishing, where?
Karelia! Ladoga lake!
Skerries! Hotels and other Best tour operators
Kapenus! Jladoxckoe 3432 accommodation Best cottages to rent 88
o3epolllixepol! in Karelia Hostels
Cottages, rest,
excursions and fishing o Canoe trips
in Karelia 13530 Water trip in Best lakes for canoe trips 65
Kommeoxs, Omobix, Karelia . P
Water safety issues
3KCKypcuu U Peibasnika u
Kapenuu
Travel agency "Karelia" . Best peaceful place
TypucTnyeckas 5323 Whe(e togoin Fishing permission 63
Karelia?
KomnaHusa Kapenus Good roads
What to see in Ruskeala?
i ?
Ladoga Lake 6743 Ruskeala What to do in Ruskeala? 40
Jagoxckoe o3epo How to get to Ruskeala?
Where to stay?
. . Unique chance to rent a
Rest in Karelia 5554 Rgnt acottage cottage in a village without 40
Otapix 1 Kapenun without electricity 2~ a
electricity and neighbours
Res? n Karel[a: cottages, Where to go in the | Beautiful place where one
fishing, hunting h } )
. Republic of Karelia | can get by him/herself
Omoeix u apenuu: 9025 duri A 33
uring self- Activities
Kommeoxu,pblbasnka, ised trin? Publi
oxoma organised trip? ublic transport

Table 2.5. Discussion topics in VK about tourism to the Republic of Karelia: vk.ru



Most of the people discuss different places where to go in Karelia alone, with
friends or with the family. They were interested in different kind of holiday
from cheap to the expensive ones, in winter and in summer:

K.3.: Cepreit, 3apascrsyiite! [loackaxure noxkaayiicta Mecto Ha Camosepe, Kyla
MO>KHO ITpoexaTh Ha MallliHe, OTAOXHYTh I ITOphIOaunTh. 3apaHee criacuoo...

K.Z.: Sergey, hello! Could you help please, where to go in Samozero, where we can get by
car, have rest, to fish? Thanks in advance... (http://vk.com/topic-12281_10842?0ffset=120)

Many tourists wanted to stay in calm places with no neighbours:

M.B.: AapbepT, 110COBeTYIiTEe KpacKBOe THXOe MeCTO BAaA¥ OT LIVBUAU3ALINM,
3UMHSISI ppI0adKa, ABDKI U T.4. cacuoo!

M.B.: Albert, we need beautiful, peaceful place, far from the civilization, winter fishing,
skiing etc. Thanks! (http://vk.com/topic-12281_1084270ffset=60)

AK.: VMmy mecro B Kapeaun, nHe gaaspme 600km ot Ilurepa. Kpacmsoe
M 4uTOOBI TYpMCTOB OBIAO IO MUHMMYMY. AAas OTAbIXa C IadaTKaMI.
TpyaHoa0oCTyIIHOCTbL MecTa, O4eHb Ba’kHa, 4YeM CAOXKHee JoeXaTbh, TeMb MeHbIIle
TYPUCTOB.

A.K.: I search for the place in Karelia, not more than 600 km from Saint Petersburg with
minimum amount of tourists, for staying under canvas. The more difficult to get there the
better, that means less tourists. (http://vk.com/topic-12281_21031660)

Many users told about the most beautiful places in the Republic of Karelia
they had visited:

H.A.: MnTepecnnie Mecra B cepepHoit Kapeanu, 3aonexse...
N.A.: Interesting places in Karelia situated in Zaonezhye... (http://vk.com/top-
ic-12281_10842?0ffset=60)

Hotels and other accommodation

The group members were asked to write an opinion on different accommoda-
tion variants in Karelia and accommodation providers. During this discus-
sion, people wrote their impressions about hotels, hostels and different firms
organizing accommodations:

A B.: Buepa roctuan BoT 3aech: 1. Marpocsr, m1. IIpsxunckoe, 106, [octesoir gom
(Cxud typ). E3agman crenmaabHO ITOKaTaThCsA Ha cOOAYBMX YIIPsIKKaX. B camom
AOMe O4YeHb YIOTHO, AOMAIITH:sI aTMocdepa.

A.V.: Yesterday we stayed in the village Matrosi, Prjazinskaja Street 106, Guest House
(Skif Tour). We went on dog safari. It is very comfortable inside, you feel like at home.
(http:/lvk.com/topic-12281_1297646)
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Trips to Karelia

Trips of different kind were discussed under the topics, “water trips in Karelia”
and “where to go during the self-organised trip in Karelia?”. Most of the mem-
bers asked for advice related to a specific destination or a place.

K.A.: Tloackaxkute ecan KTO HUOYAb 3HAET, CTOUT A1 OpaTh Typ C MHCTPYKTOPOM,
ecAy MBI COOMpaeMcsi B BOAHBII TIOXOJ MAY e Ay4Ille CAMIM, XOTsI HU Y KOTO HeT
OIIBITa?

K.A.: Could someone tell, is it better to take an instructor for the water tour, or is it better
to go by ourselves, but we don’t have any experience? (http://vk.com/topic-12281_1389579)

C.M.: Becem mpuset!!!! TToagcka’kuTe, KTO 3HaeT, ONTHMaAbHbIE MapPy-TPOMKY
MapipyTos B Kapeann 4451 niepsoro pasa Ha 7-8 gHell..

S.M.: Hello everyone!!! Does anybody know, 2 or 3 good routes in Karelia for the first time
trip for 7-8 days? (http://vk.com/topic-12281_1389579)

O.K.: XoueTcs OTA0XHYTh Ha IIIYHIMTHBIX O3€Pax, CBOMM XOA0M, B Tadarkax. Kyza
HY>KHO exarhb u3 [Inrepa?

O.K.: I would like to have a rest on the shungite lakes, under the canvas. Where can I go
from Saint Petersburg? (http://vk.com/topic-12281_22349518)

Exotic Karelia

The whole topic and 40 comments were devoted to the special exotic offer for
tourists —a unique house in the middle of nowhere, without any electricity and
neighbors for 20 kilometers. The price was 2000 rubles per night for a house.
The provider could drive the tourist only to a place 10 km from the house, and
afterwards, the tourist should ski or use snowshoes, because no one keeps the
roads clear. “For those who really want to feel a real village...”. The reaction of
the members was excited and people asked many questions:

A.C.: 3apascTBytiTe. O4 IOHPABUAOCH IIpejaodKeHne. A KaK 40 Bac A00MpaThCs?
51 n3 Yapsanoscka, HO xoTst O u3 IIutepa xak? Vl kakas Tama morogka cKaxkem B
MnI0Ae-asrycre?

A.S.: Hello. I liked the offer very much. How can we get there? I come from the Uljanovsk,
but at least how can we get there from SPB? What is the weather there in July-August?

2.6 DISCUSSION OF THE FINDINGS

According to the data analysed previously, many companies from Finland and
Russia use VK as a marketing tool for promotional and information purposes.
Groups in VK that are linked to tourism for Finland are more widely used than



groups about the Republic of Karelia. The Finnish groups are mostly used as
a promotional tool for the webpage or an online client communication tool.

Here are the tips for entrepreneurs on how to succeed in the most popular
social media channel in Russia, VK. Attention is paid especially on those who
offer services for tourists:

e The name of the group should include the main idea of the group.

e The group should be moderated and well organised. This means that there
should be a moderator who answers the questions, updates the informa-
tion and deletes inappropriate comments.

e Too much selling took the enthusiasm away from the group members,
people are more likely to participate in the discussion, not in straight
advertising.

e VK is a Russian-speaking channel. There is no reason to create a group
in English or other languages. All the groups that were examined in this
study use only Russian language.

As this study has showed, the Russians use groups in VK as a channel for a
discussion. Discussions can be created by a moderator or by a group member.
Topics of the discussions about Finland are different from each other. They
include comments regarding shopping and environment in Finland, visa and
border procedures, prices and people. The most popular topic is shopping
in Finland. In the groups of the Republic of Karelia people are interested in
nature tourism, activities near lakes and forest and travelling by their own
transport. They are mainly seeking active relaxation. The most popular topics
in these groups are recommendations for the best places to visit and where to
go. There is a difference in the nature of the groups for Finland and Russia.
The members of the groups connected to the Republic of Karelia are more
active to comment and in the groups related to Finland the members tend to
observe more.

Groups in social media channel VK are used for interacting with potential
and real consumers. It is used as an additional tool that supports a webpage
of a company or an organisation. While marketing tourism services for group
members their preferences should be taken into account. The moderator of the
group can get information on the age and home city of the members. Attention
should be focused on the popular discussion topics. According to Gretzel,
Fesenmaier, Formica and O'Leary (2006), the technological marketing tool
potential should be used by organisations. Users interact with each other, they
create and share content and the tourism service provider cannot ignore this.
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3 Eastern Finland and

the Republic of Karelia

in Russian Federation as
tourist destinations — Image,
familiarity and interest of
travel from the European
perspective

Jarno Suni
Project Researcher
University of Eastern Finland

3.1 INTRODUCTION

This part of the report presents the results of a study made on the image and
familiarity of the areas of Eastern Finland and the Republic of Karelia in
Russian Federation. The target group for this study was European citizens
with focus on Central Europeans. The study concentrated on what kind of
images and opinions Europeans connect with the areas of Eastern Finland
and the Republic of Karelia in Russian Federation. Eastern Finland in this
study means the areas of North Savo and North Karelia. Other issues inves-
tigated in this study were the interest in travelling to the area and the type of
trips the Europeans would be interested in doing in the area. In addition, we
enquired how current Russian visa policy affects Europeans’ travel plans to
Russia and what would be their opinion on travelling to Russia, if a visa was
not required in the future.

The data for the study was collected via an electronic survey questionnaire,
which was promoted in social media, Internet travel forums and a Google ad
campaign directed to countries in Central Europe. The questionnaire received
284 responses, mostly from Austria, Germany, Italy and the United Kingdom.

In order to investigate what kind of images Europeans have of the areas of
Eastern Finland and the Republic of Karelia in Russian Federation, 33 des-
tination image statements were selected based on tourism destination litera-
ture. These statements include, among others, opinions about urban themes
(nightlife, entertainment, shopping and restaurants), rural themes (wilder-
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ness activities, scenery, landscapes and natural attractions) and cultural
themes (local cuisine, cultural attractions and activities and historic sites).
The source articles are listed in Appendix I. The same 33 statements were
used for both areas and the respondent was asked to answer either “yes’ or 'no’
for each statement. The respondents had to answer all questions. Dolcinar and
Griin (2013) have argued forced-choice full binary measure performs better
in terms of stability and speed of completion. Prior to the thematic statements,
the respondents were asked about earlier visitation to the area with answer
options: a) s/he has visited the area, b) s/he has not visited the area, but has
an image of it, or c) s/he has no idea of what the area is like. This allows the
comparison between images for people who have visited the area and people
who have not visited the area but have an idea about what the area is like.

3.2 RESULTS
3.2.1 Demographic information on the respondents

In Table 3.1, the demographic data for the respondents is shown. Over half of
the respondents are females (59%) and 41% are males. The most common age
class among respondents is 18 to 29 years old (46%), 30 to 39 being the second
most common (23%). Regarding the life stage, most of the respondents are
single (40%) or live in a relationship with no children (36%). As for education,
most of the respondents have an academic education (43%). Upper second-
ary school is second most common (27%). Regarding occupation, most of the
respondents are workers (33%). Students are the second largest group (31%).
Fifteen per cent of the respondents hold a managerial position (15%).

GENDER EDUCATION

Female 59 % Academic 43 %

Male 41 % Comprehensive school 4%
Polytechnic 13 %

AGE Other 9%

Under 18 1% Upper secondary school 27 %

18-29 46 % Vocational school 3%

30-39 23 %

40-49 13% OCCUPATION

50-59 11 % Clerk 5%

60-69 3% Entrepreneur 9 %

70+ 2% Managerial position 15 %
Retired 2%

LIFE STAGE Student 31 %

In a relationship (no children) 36 % Unemployed 4%

In a relationship (with at least one child) 22% Worker 33%

Single 40 %

Single parent 2%

Table 3.1. Demographic information about the respondents (N = 248).



The countries of residence for respondents are shown in Figure 3.1. Most of
the respondents live in Austria (22%), Germany (19%), Italy (14%) or the United
Kingdom (12%). These countries locate in the focus area of the survey.

0% 5% 10% 15% 20% 25%

Austria T 02 () %
Belgium == 1.1%
Czech Republic msss—— 6.1 %
France 4.0 %
Germany S ]9 .0 %
Hungary =m 1.1%
Ireland wmm 2 2 %
Italy m—sssss— 14 3 %
Luxembourg m 0.4 %
Netherlands == 1.1 %
Poland == 16 %
Portugal =m 1.1%
Romania == 1.1 %

Serbia 3.3%
Slovakia 2.8%
Slovenia 1.1%

Spain = 36 %
UK s 12.1 %
Outside Europe mmmm 2.0 %

Figure 3.1. Information about the respondents’ countries of residence (N = 248).

In Table 3.2, the information about visitation to the areas is shown. Only a
small amount of the respondents has visited Eastern Finland (4%) and the
Republic of Karelia (1.6%) previously. When asked if the respondent had any
idea or previous knowledge of the areas, 46% answered that they have an idea
of what Eastern Finland is like and 34% told that they have comprehension of
what the Republic of Karelia is like. Most of the respondents did not have any
idea of what the areas could be like.

- No, but | have an idea No. I have no idea what the
Have you visited.. Yes o
about the area area is like
Eastern Finland 4.0 % 45.6 % 50.4 %
The Republic of Karelia 1.6 % 343 % 64.1 %

Table 3.2. Information about respondents’ visitation and ideas of areas of Eastern
Finland and the Republic of Karelia (n = 248).

The destination image related statements and the respondents’ agreeabil-
ity with them are shown in Figure 3.2. The greater percentile values mean

71



72

that respondents have thought the statement to be more fitting for the area.
Similarities in image statements for both areas, Eastern Finland (FI) and the
Republic of Karelia (RU), can be found in nature related opinions such as area
has natural attractions (FI=95.6%, RU=92.3%), the area offers beautiful scenery
and landscapes (FI=97.8%, RU=91.2%), and the area offers wilderness activities
(F1I=98.9%, RU=89.0%).

0% 20% 40% 60% 80% 100%

Area offers nightlife and entertainment . 143 %

e m
A e s s | 59.0 %
A T T 45,15

Area has good sports facilities R 30.8 %
Area has good shopping facilities

Area has good accommodation facilities
Services in the area have good quality I 231 %
Accommodations in the area have good quality I 275 %
Restaurants in the area have good quality D 319 %
Price levels in the area make it attractive _ 70.3 %
Trip to the area would be good value for money ] 52.7%
Area has cultural attractions ] 49_5 %
Area has interesting historic sites _ 54.9 %
A D O N 9.3 %
Area offers interesting local cuisine/food I 615 %
Climate in the area is attractive I 264 %
There are many interesting places to visit in the area I 540 %
Culture in the area is interesting | 50.3%
Area has exotic atmosphere _' 35.2%

A O A O o ] 56.3%
Area is suitable for a family holiday

Area is restful

Area is crowded —

: 84.6 %
A S N 47.3 %

Area has a good reputation I 275 %
Area is easily accessible I 18.7 %
e O e A I S ] 75.1%
Infrastructure in the area is on a satisfactory level I 30.8 %
Local transportation in the area is on a satisfactory [N 473 %

level I 253 %

e O B STy A e | 01.2%
It is easy to communicate with locals in the area 143 %

92.3 %

People in the area are hospitable and friendly R 6.7 %

mEastern Finland m The Republic of Karelia in Russian Federation

Figure 3.2. The respondents’ opinions about the destination image statements. Higher value
means that the statement is more fitting for the area (N = 248).



Moreover, respondents had similar opinions on both areas in the following
statements: area is crowded (FI=5.5%, RU=5.5%), area offers nightlife and en-
tertainment (FI=15.4%, RU=14.3%), area has good shopping facilities (FI=16.5%,
RU=19.8%) and area is easily accessible (FI=22.0%, RU=18.7%). However, the
low percentage values for these statements mean that the respondents mostly
disagreed with the statement. Some statements with similar opinions on both
areas found their place in the middle: area has cultural attractions (FI=50.5%,
RU=49.5%), trip to the area would be good value for money (FI=51.6%,
RU=52.7%), there are many interesting places to visit in the area (FI=58.2%,
RU=54.9%) and culture in the area is interesting (FI=58.2%, RU=59.3%).

The most drastic differences between the areas appear with the image
statements regarding quality of reputation (FI=69.2%, RU=27.5%), safety
(FI=84.6%, RU=47.3%) and the quality of services (FI=75.8%, RU=23.1%), ac-
commodation (FI=76.9%, RU=27.5%) and restaurants (FI=67.0%, RU=31.9%). The
opinions also differed in statements regarding offering of sports activities
(FI=83.5%, RU=49.5%), the level of sports facilities (FI=63.7%, RU=25.3% 30.8)
and the level of infrastructure (FI=63.7%, RU=30.8%). Most of the respondents
thought that communicating with the locals could be challenging as 45% of the
respondents thought that communicating with the locals is easy in Finland
and 14% said it to be easy with people in the Republic of Karelia. According to
the respondents Eastern Finland was seen more suitable for a family holiday
than the Republic of Karelia (FI=57.1%, RU=28.6%).

Before giving their opinions on the image statements, the respondents
were asked to tell if they had previously visited the area in question or if they
thought that they had an understanding of what the area is like. In Table 3.3,
the image statements regarding Eastern Finland are shown with all three
groups. As the amount of respondents who have visited Eastern Finland is
very small, not much emphasis is put on the examination of the opinions.
The overall view of the opinions shows that there are no dramatic differences
between the images of respondents who have at least some knowledge of the
area and those who have no knowledge. Opinions differ in statements regard-
ing the level of infrastructure and transportation in which those with no prior
knowledge imagine them to be on a less satisfactory level. Furthermore, those
with no prior knowledge about Eastern Finland think that the trip to the area
would be good value for money and the restaurants have good quality. On the
basis of the respondents’ answers Eastern Finland seems to be an interest-
ing destination as 40% of the respondents are interested in visiting Eastern
Finland and 47% would consider visiting Eastern Finland in the future (Table
3.4).
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Have Have an idea Have no idea
EASTERN FINLAND visited ofthearea | whattheareais
(N=10) (N=113) like (N = 125)

Area offers nightlife and entertainment 10 % 1% 21%
Area offers sports activities 90 % 79 % 86 %
ﬁziati?]fgf?rs wilderness activities (e.g. hiking, fishing, 100% 100% 98 %
Area offers cultural activities 70 % 58 % 63 %
Area has good sports facilities 60 % 58 % 70 %
Area has good shopping facilities 10 % 16 % 19 %
Area has good accommodation facilities 60 % 68 % 51%
Services in the area have good quality 90 % 76 % 72 %
Accommodations in the area have good quality 70 % 87 % 70 %
Restaurants in the area have good quality 70 % 58 % 74 %
Price levels in the area make it attractive 30 % 29 % 40 %
Trip to the area would be good value for money 50 % 42 % 60 %
Area has cultural attractions 70 % 53% 44 %
Area has interesting historic sites 50 % 45 % 47 %
Area has natural attractions 100 % 92 % 98 %
Area offers interesting local cuisine/food 60 % 71 % 72 %
Climate in the area is attractive 60 % 32% 23%
There are many interesting places to visit in the area 50 % 66 % 53%
Culture in the area is interesting 60 % 61% 56 %
Area has an exotic atmosphere 50 % 32% 26 %
Area offers an opportunity for adventure 90 % 95 % 91 %
Area is suitable for a family holiday 80 % 63 % 47 %
Area is restful 100 % 89 % 93 %
Area is crowded - 3% 9%
Area is safe 100 % 95 % 72%
Area has a good reputation 80 % 71% 65 %
Area is easily accessible 10 % 26 % 21 %
The environment in the area is unspoiled 90 % 95 % 91 %
Infrastructure in the area is on a satisfactory level 70 % 74 % 53%
t;,ﬁl transportation in the area is on a satisfactory 50% 589 379
Area offers beautiful scenery and landscapes 100 % 95 % 100 %
It is easy to communicate with locals in the area 60 % 42 % 44 %
People in the area are hospitable and friendly 90 % 76 % 81%

Table 3.3. Percentage of the respondents who agree with image statement for the area of
Eastern Finland. Higher value means that the statement is more fitting for the area.



Are you interested in visiting Eastern Finland?

Yes 40 %
| could consider visiting 47 %
No 13%

Table 3.4. The interest of visiting Eastern Finland (N = 248).

For the majority of the respondents, the Republic of Karelia is unfamiliar as
only four people have previously visited the area and one-third has some prior
knowledge of the area. The image statements about the Republic of Karelia for
each group are shown in Table 3.5. When examining the differences between
the opinions of the groups, several statements become noticeable. For the re-
spondents who are unfamiliar with the area the culture related statements do
not seem to be part of the image of the Republic of Karelia. On the other hand,
the respondents who have an idea of the area, the cultural activities and at-
tractions, are strongly linked to the image of the area. Other statements where
differences occur are safety of the area, the accessibility of the area and the
hospitableness and friendliness of the people in the area. In all of the cases,
the respondents who are unfamiliar with the area do not see these statements
as fitting for the Republic of Karelia as the other respondents. Almost one-
third of the respondents are interested in visiting the Republic of Karelia and
45% could consider visiting the area in the future (Table 3.6).
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Have an

Have no

Have idea of the idea what
THE REPUBLIC OF KARELIA IN RUSSIAN FEDERATION \(l':ls:ic; area thelzilkr:a is
(N =80) (N=164)
Area offers nightlife and entertainment 25% 13% 14 %
Area offers sports activities 25 % 57 % 47 %
Area offers wilderness activities (e.g. hiking, fishing, hunting) 100 % 90 % 88 %
Area offers cultural activities 50 % 60 % 37 %
Area has good sports facilities 50 % 20 % 35%
Area has good shopping facilities - 30 % 16 %
Area has good accommodation facilities - 30 % 25 %
Services in the area have good quality - 37 % 18 %
Accommodations in the area have good quality - 43 % 21%
Restaurants in the area have good quality 25% 43 % 26 %
Price levels in the area make it attractive 100 % 70 % 68 %
Trip to the area would be good value for money 100 % 67 % 42 %
Area has cultural attractions 75 % 67 % 39%
Area has interesting historic sites 50 % 63 % 51%
Area has natural attractions 100 % 97 % 89 %
Area offers interesting local cuisine/food 75% 70 % 56 %
Climate in the area is attractive 25% 37% 21 %
There are many interesting places to visit in the area 75 % 73 % 44 %
Culture in the area is interesting 75 % 70 % 53 %
Area has an exotic atmosphere 75 % 40 % 30%
Area offers an opportunity for adventure 75 % 97 % 82 %
Area is suitable for a family holiday 25% 43 % 21 %
Area is restful 50 % 93 % 82 %
Area is crowded - 10 % 4%
Area is safe 50 % 67 % 37 %
Area has a good reputation 75 % 37 % 19%
Area is easily accessible 50 % 33% 9%
The environment in the area is unspoiled 75 % 90 % 74 %
Infrastructure in the area is on a satisfactory level 25 % 43 % 25 %
Local transportation in the area is on a satisfactory level 50 % 33% 19%
Area offers beautiful scenery and landscapes 100 % 100 % 86 %
It is easy to communicate with locals in the area 25% 17 % 12%
People in the area are hospitable and friendly 75 % 80 % 54 %

Table 3.5. Percentage of the respondents who agree with image statement for the area of the
Republic of Karelia. Higher value means that statement is more fitting for the area.



Are you interested in visiting the Republic of Karelia?

Yes 29 %
| could consider visiting 45 %
No 26 %

Table 3.6. The interest of visiting the Republic of Karelia (N = 248).

Following the questions about the image of the areas, the respondents were
asked to tell their opinions on interest in separate and combined package
holiday tours in the areas of Eastern Finland and the Republic of Karelia. In
addition, questions about the current visa policy of Russia were inquired, like
do the respondents see the current visa policy as an obstacle to visit Russia.
Moreover, if the visa policy changed in the future, how would it affect their
interest in visiting Russia. Answers are shown in Table 3.7.

According to the respondents, the most interesting holiday options in the
areas of Eastern Finland and the Republic of Karelia would be nature-based
holidays in rural areas. The most interesting option is a nature-based holiday
inrural areas of Eastern Finland since 27% of the respondents are planning to
have this type of holiday and 57% would choose such a holiday if it was easily
available. The second most interesting holiday option is a combined nature-
based holiday in rural areas of Eastern Finland and the Republic of Karelia.
The third holiday option gaining most interest is a combined cultural holiday
in Eastern Finland and the Republic of Karelia.

Answers to the questions about the visa policy of Russia show that 54%
of the respondents think that the current visa requirement is an obstacle to
travel and visit Russia. If there a change in the visa policy in the future, only
11% of the respondents felt that even though they would not need a visa to
enter Russia, they still would not be interested in travelling there.
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| would
. . . . lam do this,
How interesting do you find the following holiday . cee Not
. planningto | ifitwas | .
options? : . interested
do this easily
available
A combined nature-based holiday in rural areas of Eastern o o o
Finland and the Republic of Karelia in Russia 14% 36 % 30%
A nature-based holiday in rural areas of Eastern Finland 27 % 57 % 15%
A nat.ur.e—base(.i holiday in rural areas of the Republic of 1% 42 % 47 %
Karelia in Russia
A complned cuItL.Jra.I holldf‘ay in Eastern Finland and the 10% 46 % 24%
Republic of Karelia in Russia
A cultural holiday in Eastern Finland 21 % 33% 46 %
A cultural holiday in the Republic of Karelia in Russia 12% 31 % 57 %
Yes No
Visa requirement is an obstacle for me to visit Russia 54 % 46 %
If there was a possibility to visit Russia without a visa...
| would definitely visit Russia 38 %
I would consider visiting Russia 51%
| still would not be interested visiting Russia 1%

Table 3.7. Information about the attractiveness of varied holiday package tours and the state
of Russian visa policy (N = 248).

3.3 SUMMARY AND DISCUSSION

On the basis of the responses received for this study, it can be said that the
areas of Eastern Finland and the Republic of Karelia in Russian Federation
share a number of features when speaking of mental images of the areas.
Interestingly, even though the areas are located next to each other, there are
also a number of differing features. The strongest images for both areas are
related to nature, natural attractions and scenery. For Europeans, both areas
are seen to offer possibilities for wilderness activities and adventure. The ar-
eas are also thought to be restful and the environment unspoiled. The strong-
est differences between these two areas appear in statements regarding the
quality of services, accommodation and restaurants. The respondents also
considered Eastern Finland as an area to have a better reputation and to be
safer than the Republic of Karelia. Although most of the respondents are un-
familiar with both areas, they still are interested in visiting Eastern Finland
and the Republic of Karelia in the future. Half of the respondents considered



the requirement of a visa for travelling to Russia as an obstacle and almost 90%
would at least consider visiting Russia if the visa requirement were removed
in the future.

As both areas seem to be unfamiliar to the Europeans, that would sug-
gest that there still is work to be done in developing desirable tourist attrac-
tions and holiday offerings to both areas followed by promoting and market-
ing activities. For the areas of Eastern Finland and the Republic of Karelia,
this would most likely mean focusing on nature and rural tourism products,
since according to the respondents of this study the mental images that the
Europeans have, regarding both areas, are strongly related to nature and wil-
derness. However, if the results of the image statements are considered as
the expectations that a European tourist has for the areas, a tourist service
provider could use the results to create and develop the services in a way
that they would meet these expectations. By delivering the services and the
experience at least on the level of tourist’s expectations, the tourist service
provider is able to help the tourist to receive a memorable experience. By sur-
passing the expectations, the visitor should have an unforgettable experience
and it is more than likely that after such a visit, a positive word-of-mouth will
be passed around.
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